









THESE PACKAGES <= 
ARE GOING TO MARKET 






Your product can go to market just as 






fast if you will dress it in a modern con- 









tainer that has a sales talk of its own! 
























An attractive container that invites the attention of the 
purchaser is an acknowledged booster of sales. This baking 
powder can attracts attention and holds it. The brilliant 
lithography, striking in color and’ design, played an im- 
portant part in speeding up the sales of this product. 


HERE'S AN UNUSUAL CONTAINER 


This package is an ex- 
ample of a ‘different’ 
problem successfully 
handled by Canco. Con- 
structed of fibre, it has 
removable partitions 
which disclose perfor- 
ated metal sides, permit- 
ting circulation of air 
through its purifying 
agent. Attached to the 
front is a thermometer 
for convenient checking 
of the refrigerator tem- 
perature. 





The handsome lithographed design of this cocoa 
can is modern, smart! The customer gives it credit 
gor able help in increasing sales of the product. How difficult is your packaging problem? 


Write to Canco vel - economical solution to the Why set fet Cance esive it fer you? 
problem of redesigning your package to produce 


speedier sales. 









CAN 


AMERICAN CAN COMPANY 


230 PARK AVENUE, NEW YORK,N.Y. 
104 SOUTH MICHIGAN AVE., CHICAGO 111 SUTTER STREET, SAN FRANCISCO 
WORLD'S LARGEST MANUFACTURER OF METAL AND FIBRE CONTAINERS 
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. . yes, production delays are all of 


* Headaches? . 


that, and more! >» » >» Avoid them by sealing your bottles with dependable Phoenix C T 
Caps ... they slip on the bottle finish “with the greatest of ease,’ seal securely . . . yet, 
may be quickly removed by the consumer» » » The original standard shallow continuous 
thread bottle cap . . . made in all standard sizes, with or without knurl, edge rolled in 


or out, coated or lacquered in any color, lithographed in any design or color. 


MPEFAL CAP @ @. 


CHICAGO * 3720 FOURTEENTH AVE., BROOKLYN 


PHOENIX 


2444 W. SIXTEENTH ST., 
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NEXT MONTH 


Special consideration has been given 
in the Institute of Package Research's 
study of Super Markets to the types of 
packages desirable or necessary in these 
new markets where millions of customers 
drive from miles around each week to 
wait on themselves, pick and choose what 
they want from mass grocery displays. 
The importance of packaging appears 
evident. Read, in the September issue, 
what consumers, themselves, say about it. 


TheRevelation Chest reproduced on the 
front cover of this issue is one of the 
new offerings of International Silver 
Company, the silverplate shown being 
1847 Rogers Bros. Lovelace pattern. 
The chest is manufactured by the Pilliod 
Cabinet Company. Color plates are 
by courtesy of International Silver Co. 
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Miles without a Serateh 


... thanks to Hinde & Dauch! 


HE RCA Victor radio pictured 
above travelled across the country 
—from Camden, N. J., where it was 


made, to Los Angeles, where it was sold. 


Across 3,000 miles of land it rolled 
in freight cars. Over mountains in freez- 
ing temperatures, through hot, arid 
deserts and damp, clammy valleys. It 
rocked and it bumped along these many 
miles—and it arrived in Los Angeles 
‘factory perfect,” without a scratch— 
thanks to the perfect packing in Hinde 


& Dauch containers. 


Radio dealers throughout the coun- 





try, keenly conscious of the value of eye- 
appeal, know that radios shipped in Hinde 
& Dauch containers will reach them, where- 
ever they are, in “factory perfect” condi- 
tion! 

No matter what you ship, you'll ship it 
better the Hinde & Dauch way! May we be 


of service to you? 


The Hinde & Dauch Paper Co., 
323 Decatur St., Sandusky, Ohio 


HINDE & DAUCH 


Corrugated Shipping Boxes 
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Most food protection papers do not exceed .002 of an inch in 
thickness, yet they do their work better than an inch of armour plate. 


That’s “old stuff,” to be sure, but it’s “true stuff.” The right 
paper for the job... . that is almost as important as the product 
itself. Problems of moisture, grease, printing, appearance ... . all 
must be taken into consideration, all must be whipped if the product 
is to be given a fair chance to make good. 


There are many good papers for the protection of food, but 
food protection papers made by KVP are uncommonly good papers. 


KALAMAZOO VEGETABLE PARCHMENT COMPANY 


PARCHMENT (KALAMAZOO P. O.) MICHIGAN 
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1937 
Individual Christmas Packaging 




























Your Holiday Packages can now be covered with a modern 
designed Christmas Paper with your Name or Trade-Mark as 
part of the Pattern. And this at Popular Prices with no extra 
cost for the Printing of Your Name. 





LARGE EDITIONS ARE NO LONGER NECESSARY FOR THIS 
SPECIAL "YOUR NAME PRINTED HERE" FEATURE. NO 
CHARGE TO YOU FOR COSTLY PLATES. 





Minimum quantity required only 25 Reams. Several additional 
attractive designs than that shown on reverse side this insert 
are available. 





PRICES FOR PAPERS IN ROLLS 
(This Includes Printing Your Name and Embossing) 


25 Reams - - - - - - - $8.50 Per Ream 20x30—500 
50 Reams - - - - - - = 7.50 Per Ream 20x30—500 


100 Reams - - - - - - - 7,00 Per Ream 20x30—500 
F. O. B. NEW YORK 


ROLLS ARE 30" WIDTH — TWO REAMS TO ROLL 





SHEETING EXTRA 


Authorities on Box Covering Papers 


303 LAFAYETTE STREET, NEW YORK 


624 So. Miller Street 167 Oliver Street 
CHICAGO BOSTON 











ALL QUOTATIONS ARE SUBJECT TO CHANGE WITHOUT NOTICE 

















Split-hair timing plus accurate control and direction en- 
able the crisp stroke of the champion’s racket to drive the 
ball into a “scoring spot.” Another ace — so similar in its 
effect to the record-breaking selling points won by 
Kimble Glass Vials in their constant merchandising game 
of sampling and packaging. 

Kimble Vials of sparkling crystal — retempered to 
amazing strength and free of internal strains—are scoring 
“aces” every day for America’s leading drug, perfume, 
proprietary and specialty products. They are designed to 
produce assured sales and profits for the articles they 
carry. Their trim lines, smartly adapted closures, and 
colorful labelling possibilities fit them superbly for the 
appeal they create and the success they enjoy. 


Whether you are packaging drugs, oils or chemicals— 
powders, pills, capsules or liquids — investigate the ad- 
vantages of Kimble Vials as your first step toward assured 
popularity and profits. Let Kimble small crystal containers 
achieve for YOU the smashing “aces” realized by the 
nation’s outstanding samplers and packagers! 


‘s 











© ¢« © The Visible Guarantee of Invisible Quality « ¢« « 


KIMBLE GLASS COMPANY ...-.- VINELAND, N. J. 


NEW YORKe* CHICAGO*+* PHILADELPHIA *+* DETROIT** BOSTON 
AUSUST 1937 































To 
REMOVE 


‘dal 
OPENER 


o thousands of glass-packed products by packagers all over ¥ 

land. G, There are a number of reasons responsible for thi 
widespread use of Anchor Caps, but two in particular stand out: 
{1} Anchor makes all kinds of closures for all kinds of products, 
knows the good points and limitations of every sort of seal and hence 


is in a position to make impartial recommendations. {2} In the man- 
ufacture of Anchor Caps specifications are rigidly adhered to. Anchor's 
experience is of long standing, its operations extensive—it can 
maintain the engineering staff, laboratories and inspection services 
to assure you well-made, uniform, dependable caps on every order. 
ANCHOR Cap & CLOSURE CORPORATION, Long Island City, 
N. Y.; Toronto, Canada. Branch offices in all principal cities. 
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O WOMEN buy on impulse? The answer is a decided yes... 
analysis of their buying habits shows that the great majority of 
women will make one or more impulse-purchases every time they 

go shopping. What more logical, then, than to clothe your product 
in attractive Capstan glass containers with appropriate label and 
closure? More dealers will then display your goods and more im- 
pulse-sales will result. O| The attractive shape and design of Capstan 
containers, their sparkling brilliance and clear, clean color enhance 
package appearance; and furthermore, they are finely made, practical 
containers, made by an organization that knows glass. CAPSTAN 
GLASS COMPANY, Connellsville, Pa. Associate Company, SALEM 
GLASS WORKS. Branch offices in all principal cities. 





— aa — } ; é 
yf “ ‘eo Wa a _A 7 
Yt, 


U/ th Sey 

































YOUR BRAND / 


may be registered in / 
| the U.S. Pat. Office” 













T is important that your brand be registered in 
Washington...it is vital that it be registered in 
the minds of those who should be your customers. 

















“U-S” can help you with both problems. 





“U-S” Labels have the commanding visibility that 
stops the eye... the striking originality that im- 
presses the mind ... the sales appeal that urges — 
“Buy this instead of that.” 


Back of every “U-S” Label are the facilities of the 
largest organization in the world devoted solely 
to sales spot advertising ... the experience gained 
through serving 146 different lines of business. 


“U-S” can serve you with the same efficiency it 
serves many of America’s most notable successes. 








AND DIVISIONS * AMERICAN LITHOGRAPHIC DIVISION 


* ATLANTIC LITHOGRAPHIC & PRINTING DIVISION as 
* DONALDSON LITHOGRAPHING DIVISION 

Home Office: * ERIE LITHOGRAPHING & PRINTING DIVISION 
312 BEECH STREET * PALMER ADVERTISING SERVICE DIVISION 


| TRADE M ARK G UID AN Cer CINCINNATI * W. F. POWERS DIVISION 


a STATES PRINTING 6 LITHOGRAPH COMPANY 


















* THEO. A. SCHMIDT LITHOGRAPHING DIVISION 








Before you adopt a brand name, consult the 
| oo S’? Trademark Bureau at Cincinnati. SALES AND SERVICE OFFICES: 
ere ever 
: res ee ee eee and — ATLANTA CINCINNATI LOS ANGELES PHILADELPHIA 
y g oo ae Se me, BALTIMORE CLEVELAND KANSAS CITY PITTSBURGH 

instantly available to guard you against un- BOSTON DETROIT MILWAUKEE SAN _ FRANCISCO 
necessary expense, delay, or possible infringe- BROOKLYN ERIE, PA. MINNEAPOLIS SEATILE! 
ment. This service is without cost or obligation. CHICAGO INDIANAPOLIS NEW YORK uy ae aL. 
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The opposite insert is a sample of Riegel’s Diafane, available in a wide variety of weights and grades. 





how close the parallel runs... 


On one hand we have packages of rich and strik- 
ing outward appearance. On the other hand (and 
of equal importance) there are packages less strik- 
ing to the eye, but neat and attractive nevertheless 
math packages where protection of contents, utility, or 
even price, may be the governing factor. They are 
. £ all just as important in the scheme of things, but 
eo obviously, no single paper can meet the demands 

SS ’ 
of both these packaging groups. Nor can a few 
variations of a single kind of paper truly fill the 


needs of every product. 


Thus the Riegel Mills are equipped to manu- 
facture many different kinds of paper—the greatest 
variety of packaging lines available from any one 
source. There are papers for both the “colonel’s 
lady” and the “Judy O’Grady” package — more 
than 130 kinds in all and at least one that should 


meet your present needs attractively, efficiently 


and economically. 


Why not write to Riegel for prices on papers 


you regularly use or ask for our portfolio with 


samples and data for future reference. 


RIEGEL PAPER CORPORATION 


342 MADISON AVENUE ¢ NEW YORK, N.Y. 





HEN Kipling penned his famous lines about 
the colonel’s lady and Judy O’Grady, he had 
no thought of our modern packaging practice. Yet 
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A good boat and a friendly breeze! That’s a combination 
hard to beat for easy going and peace of mind. 


You can have smooth sailing in your business, too, by 
sealing your containers with CCS Screw Caps. It’s the 
way to avoid sealing troubles. With CCS Caps you get: 
FASTER PRODUCTION—CCS Caps spin on the glass thread 


faster because of their patented thread construction. 


ASSURED PROTECTION —The Deep Hook Thread assures 


positive sealing. Caps seal tighter with less application force. 


CONSUMER SATISFACTION—CCS Caps are easier to remove. 


This pleasing convenience gives housewives an added reason for 
buying your brand. 


Only CCS Screw Caps give you all these advantages. Sam- 
ples for testing are yours for the asking. 


CROWN CORK & SEAL CO. - BALTIMORE, MD. 





BETTER SEALING FOR YOUR PRODUCT 


WORLD'S LARGEST MAKERS OF CLOSURES FOR GLASS CONTAINERS 
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PACKAGING MATERIAL 


EE” printed 
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Working months ahead of the market 
is all in the packaging day. Christmas in 
August is an old story. But with Protectoid 
printed wraps—it takes on new interest! 

Holiday designs on Protectoid wraps are 
sure-fire for Christmas selling. Christmas 
customers buy largely on impulse. Fre- 


pets PeCRAGING PEOPLE IT’S USUALLY 


GHOST MAS IN AUGUST 





quently the package itself turns the trick. 
And with Protectoid’s crystal-clarity, 
sparkling with the Christmas spirit—the 
impulse is there! Grainless transparency 
adds the value of perfect visibility. The 
product itself shines through in the full 
strength of its sales appeal. 


3 wacwOly YOUR CHRISTMAS PRESENT 


FROM 





nye” 


wraps 


Packages with printed Protectoid 
wraps can be completed now. At Christmas 
time they still look factory-fresh. You 
needn't worry about splits or tears or 
wrinkles to spoil your holiday plans. 
Protectoid does not shrink or stretch. It 
is not affected by humidity or temperature 
changes. It does ‘not dry out with age. 


Stock Designs—-Some printers of Protect- 
oid maintain, in stock, assortmentsof beauti- 
fully printed Protectoid Christmas wraps in 
many sizes and designs. For small or large 
quantities of stock Christmas wraps get in 
touch with Celluloid for names and 
addresses of these Protectoid printers. 


Special Designs—-Printers of Protectoid 


IF YOU ARE PLA 


OR IF YOU 


PROTEC TOID — RELIEF 


FROM PACKAGING HEADACHES 


will prepare special designs to your speci- 
fications and produce Protectoid wraps in 
as many colors as the design requires. 
Get in touch with Celluloid for names 
and addresses of Protectoid printers 
nearest you. 

Extra profits lurk in every sheet of 
Protectoid wraps especially printed for 
Christmas. Don’t fail to look into their possi- 
bilities for your business. If you need assist- 
ance in shaping your ideas, get in touch 
with Celluloid, and we'll have an experi- 
enced packaging man give you all the in- 
formation you want. Packaging Division, 
Celluloid Corporation, 10 E. 40th Street, 
New York City. Established 1872. Sole 


producer of Celluloid, Lumarith, & Protectoid. 
(Trademarks Reg. U.S. Pat. Off.) 
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The old order changeth—and with it go packaging papers. To keep pace with modern 


trends in design and color, we are constantly producing new and sparkling designs. Though 
the design on which this insert is printed had its inception in older days, it has been mod- 


ernized so that its simplicity and charm make it refreshingly up-to-date. 
It is known as our COLONIAL PATTERN, with an embossed canvas finish. 


If you would like a set of samples of our latest Box Covering Papers, we shall be glad 


to send them to you, upon receipt of your request. 


ROYAL PAPER CORPORATION 
Manufacturers of decorative papers 


26th STREET AND ELEVENTH AVE © NEW YORK, 








THE DECORATION MAKES THE CONTAINER! 


®@ The decoration on your closure gives it individu- 
ality—conveys your message. According to its 
attractiveness, it either gives your product eye 
appeal, or fails. It either bespeaks quality or instills 
a distrust. In short, the decoration forms the final 
link—strong or weak—between manufacturer and 
consumer. 

Sherwin-Williams tin decorating finishes are 
standard on many of the most sensational sales 


SHERWIN-WILLIAMS TIN 


successes in the country—from collapsible tubes 
to huge drums. They are available in types “en- 
gineered” to fulfill your exacting requirements. Back 
of S-W products are laboratory and manufacturing 
facilities unparalleled in the industry. 

Why not let the S-W Paint Engineer 

solve your problems? Write The Sher- 
win-Williams Co., Cleveland, O., and 

all principal cities. No obligation. 


DECORATING FINISHES 
AUGUST 1937 13 











Get These EXTRA Values 


That 




















unbreakable, colorful, featherweight 
containers, labeled-in-process of manufacture! 


VIALS EYE-APPEAL is too often overlooked by manufactur- 
JARS ers who package a ‘“‘prestige’’ product in an ordinary 
container . . . Go in for color without limitations; proc- 


TUBES ess your name, trade-mark and sales message directly 


SPECIALTY on the container, and make that container good enough 
for your product. Make it a HYCOLOID vial, jar or 
CONTAINERS tube that has everything to appeal to the customer and 


<> to you, too! 
CONTAINERS SPECIALTIES Write for Samples and Information 


VIALS 


HYGIENIC TUBE & CONTAINER CO. 


44 AVENUE L., NEWARK, N. J. 
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CrIROME SILVER 


Pyroxylin Coated 


It’s Tops 


We are proud to present Chrome Silver 
which we believe to be the finest silver on 
the market at the present time. 


Note 


@ Its unsurpassed rich appearance 
of real metal 


Its lustre and smoothness 
Its freedom from fibrous effect 
Its waterproofness 


Its non-tarnishing quality 


Its rub-proof quality. Compare it 
with printed and other silver papers 


@ Its price is right 





Use CHROME SILVER where 


quality is the first requirement. 


Sample sheets promptly sent on request 


HAZEN PAPER CO. Holyoke, Mass. 





ATTRACTIVE PACKAGE 
DESIGN and 
COMPLETE PRODUCT 
PROTECTION 






©®ee 7S when 


you use J«L TIN PLATE 
















ABFY When designing packages, consider carefully the advantages of 
7 ) Jalcold Jones & Laughlin Tin Plate. 

A cold re- ' ‘ , i 
duced, special purpose J&L Tin Plate will do an outstanding packaging job for you. 
plate for deep drawing Its clean, smooth surface takes lithographing perfectly . . . it 
operations. Its unusual can be cold drawn or formed with ease to fit your requirements 


flatness and unexcelled 
surface assure faithful 


reproduction of intri- J&L Tin Plate is made of selected steel, rolled uniformly to 
cate color lithography. 


for special package designs. 


Pa a age i th gage, and properly annealed. The use of this tin plate assures 
beautiful designs . . . fast production . . . of better containers . . . that give complete 
specify Jalcold. and lasting protection to a wide variety of products. 


Hundreds of products .. . paint, shoe polish, tooth powder, 
INCREASE spices, even matches... are protected and made more salable 
YOUR PROFITS in well-designed, well-executed tin plate containers and closures. 
WITH For extra utility ... greater sales value ... more profits... 

- eal specify Jones & Laughlin Tin Plate. 


STEEL 
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DO YOU KNOW ABOUT 
MODERN PACKAGING'S 


PLUS 


Services for Subscribers? 


As part of its function of spreading correct 
information about every [phase of packag- 
ing and display, Modern Packaging answers 
hundreds of inquiries from its subscribers 


each month. 


This service is available—-without cost or 
obligation—to Modern Packaging subscribers 


everywhere. 


Often, the speedy answer to even a single 
question has been worth many times the 
five-dollar annual subscription rate.... 
making (to put the cart before the horse) 
all twelve monthly issues, virtually a bonus. 


P. S. We and over six thousand sub- 
scribers think it’s a grand bargain. 
So for your convenience you'll find 
a subscription blank in this issue. 


SOME OF THE QUESTIONS WE ANSWER 


Is there a machine to do it? What material shall luse? Who can make it for me? 
Where do I buy stock items? Who can design it for me? Who does custom packing? 


Which suppliers serve my territory? etc., etc., etc. 


MODERN PACKAGING 


475 Fourth Avenue New York 


MODERN PACKAGING 
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STAINLESS 
MEEAL FOILS 


“THE UTILITY LINE” 


Made in America 


PROTECTION PLUS EYE APPEAL 
KELLER-DORIAN STAINLESS METAL FOILS 


represent an assortment of distinctive 
qualities manufactured with the skill 
required to produce the unusual. 


KELLER-DORIAN STAINLESS METAL FOILS 


are Heat-Proof, Odor-Proof, Light- 
Proof, Vermin-Proof, Moisture-Proof, 
Brilliant-Proof. 





















KELLER-DORIAN STAINLESS METAL FOILS 


—the Practical and Economical Gen- 
uine Metal Leaf Cover, made of only 
the Best Quality Aluminum of Uni- 
form Thickness. 


KELLER-DORIAN STAINLESS METAL FOILS 


are manufactured in Stamford, Conn. 
Therefore, we are prepared and thor- 
oughly equipped for excellent de- 
livery service. 


KELLER-DORIAN STAINLESS METAL FOILS 


are attractively and completely dis- 
played in our 1937 Catalog which is 
at your disposal. 



















EMBOSSED STAINLESS 
METAL FOILS 


“THE UTILITY LINE” 


Made in America 





















The unique creations created entirely by Keller-Dorian, to- 
gether with the full assortment of delicate pastel shades and 
darker hues of foil colors, make 1937 EMBOSSED STAIN- 
LESS METAL FOILS the most outstanding and complete 
embossed line on the market. 


KELLER-DORIAN EMBOSSED STAINLESS METAL 4 


FOILS command attention—not merely passing fancy. 


The widespread demand for our unusual Embossed Foils 
conclusively demonstrates their popularity. 


Our full and complete line of EMBOSSED STAINLESS 
METAL FOILS is also included in our unusual 1937 
Catalog. 


KELLER-DORIAN PAPER CO., INC. 
390 FOURTH AVENUE, NEW YORK, N. Y. 





i’ op RORUR eS 



























YEAR AFTER YEAR, BOXES COVERED WITH 
KELLER-DORIAN VELOURS ARE SELECTED BY THE 
JUDGES OF THE ALL-AMERICA PACKAGE COM.- 
PETITION. 


Exquisite colors only obtainable in KELLER-DORIAN’S 
VELOURS, together with their outstanding working quali- 
ties, merit the commendation bestowed on them by these 
awards. 


This inevitable recognition again demonstrates the superi- 
ority of materials and workmanship utilized in their manu- 
facture and spells the success attained since Keller-Dorian 
originally invented this particular type of paper. 





Our new designs created by Keller-Dorian especially for 
Velour Papers further enhance the beauty of KELLER- 
DORIAN VELOURS. 


Our 1937 Velour Catalog containing our full range of colors, 
together with our new designs, is available upon request. 








CONTINENTAL 
GLOSS 
ein ee: srry re 





to- CONTINENTAL GLOSS comes os you in many colors 
nd and designs. The soft luxurious effects shown in our 1937 
N- Continental Gloss Catalog will lend to your 
ete 

BOXES 
AL sg CARDS 

CATALOGS 
vils 

DISPLAYS 


Beauty and Character. 
CONTINENTAL GLOSS will meet with the approval of 


your most exacting customers. 
SMART, PRACTICAL AND ECONOMICAL. 
Our 1937 CONTINENTAL GLOSS Catalog is available 


upon request. 
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KELLER-DORIAN PAPER CO., INC. 
390 FOURTH AVENUE, NEW YORK, N. Y. 
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for] Bromo-Seltzer. ACM Clay Coated Board and ACM Clay Coated 
Cartons raise this famous product to new heights of merchandising effi- 
ciency. Druggists quickly and conveniently arrange these brilliant packages 
into all types of attractive window and interior displays. GIANTDUMMY 
CARTONS add tremendous sales producing power. Securely protected, 
losses through soiling, effects of light, and breakage are reduced to a 
minimum. * ACM Clay Coated Board gives a finer, smoother, whiter 
printing surface. Varnish takes on flashing luster. Small wonder so many 
outstanding drug products such as Bromo Seltzer, Alka Seltzer, Italian 
Balm, Dr. West's, Dr. Lyon's, Pepsodent, Listerine, Zonite, and a host of 
others depend upon cartons expertly designed and fashioned from tough, 
rigid ACM CLAY COATED BOARD for greater attention and sales. 
Give your products an outstanding sales package. Write today! Ideas, 
samples, and estimates are yours for the asking. 


AMERICAN COATING MILLS, INC. 
Vain Office and Want +» Elkhart. Sndiana 


CHICAGO OFFICE «© WRIGLEY BUILDING NE a en ONS Gee ON ott Oe a ae 7 ee Ok a 
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As Handsome for Use 


As for Appearance... 


For Zell Products Corporation, of New York, Paris and London, Warner- 


SET-UP BOXES 
® 


FOLDING BOXES 
@ 
DESIGNING SERVICE clusive novelties. Whether requirements are for hundreds or hundreds 


e of thousands, folding boxes, hand-made or set-up, we have the facilities, 


craft Packaging has adroitly created a line of boxes—some fabric lined, 
some hinged, each accurately built, and all carrying an identifying band 


of color—to hold and display Zell vanities, cigarette cases and other ex- 


experience and appreciation to serve those who seek precise superior 


workmanship in product packaging. At costs, too, that meet competi- 
tion. 
THE WARNER BROTHERS COMPANY 
BRIDGEPORT - . - - CONNECTICUT 
200 Madison Ave., New York AShland 4-1195 
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forward we have taken in our seventy nine years of business.” 


spntsH COM Lay, 
w WHOLESALE 4 
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he Real MCOY. 


“To win first time customers is the main purpose of our 


beautiful new label,” says Mr. McCoy. “‘It is one of the finest steps 


Second only to his famous Real McCoy line 
of food products is Mr. McCoy's fondness for his 
Perfect-O-Cut embossed foil label, designed and 


produced by Tablet & Ticket. 
EMBOSSED FOIL LABELS CREATE SALES! 


IMPORTANT NOTICE 
Perfect-O-Cut embossed foil 
labels may be imprinted locally || 
and applied to the container by | 
any standard labeling equipment. | 
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WESTERN UNION DISTRIBUTION SERVICE 


must be 9004 


TO PLEASE THESE WELL-KNOWN FIRMS 


Read what they say:— 
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OTHER PROMINENT USERS: 


AMERICAN CAN COCA-COLA GILLETTE SAFETY RAZOR P. LORILLARD PROCTER & GAMBLE 
BAYER COLGATE-PALMOLIVE-PEET H. J. HEINZ MENTHOLATUM RALSTON PURINA 
BEECHNUT CURTIS PUBLISHING HIRES MONTGOMERY WARD SEARS ROEBUCK 
BEST FOODS DU PONT KELLOGG PENNSYLVANIA RR SHERWIN WILLIAMS 
BORDEN F, & F, LABORATORIES LAMBERT PHARMACAL PEPSODENT SMITH BROS. 
BROWN & WILLIAMSON GENERAL MILLS LAVORIS CHEMICAL PILLSBURY FLOUR MILLS VICK CHEMICAL 


Tell us your problems and we will make a plan to fit your 
special needs—to cover a city, a state, or the nation. 


WESTERN UNION 
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SALMON & ANCHOVY 
SHRIMP & BLOATER 
HAM & TONGUE 
Liver & BEEF 
SARDINE 





HORS DOEUVRE PATES 


ca 


AGS 
OF try,“ 
come oo * % q 


Merchandise of GOOD VALUE and FINE QUALITY 


Wrapped for its Protection and Display Value in 


SYLPHRAP — Syivania CELLOPHANE 


(Reg. U. S. Pat. Off.) 
“ 
Sylpheap is Quality’ s Best Attice” 


MANUFACTURED BY 








BRANCH SALES OFFICES 
120 Marietta Street, Atlanta, Ga. 
201 Devonshire Street, Boston, Mass. 
427 West Randolph Street, Chicago, III. 
260 South Broad Street, Philadelphia, Pa. 
809 Santa Fe Building, Dallas, Tex. 


PACIFIC COAST 
Blake, Moffitt & Towne 
Offices and Warehouses in Principal Cities 
CANADA 
Victoria Paper and Twine Co., Ltd. 
Toronto and Montreal 





QUALITY'S BEST ATTIRE 
femems Wann 905 © & par ore) 
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All this trend toward using Aluminum Ink for printing labels, 
cans, boxes and other packages comes from one thing: the per- 
fection of new, fine-flaked Alcoa Albron Paste or Powder, the 
sparklingest, coveringest pigment ever known. 

Package designers and package paper makers were quick to 
learn of this Aluminum Ink, quick to see its wide usefulness. _ It 
affords an economical way to put alluring metallic glamor in 
package designs. 

Because it is new, it hasn’t been overdone, hasn’t lost origin- 
ality. In fact it will stay refreshing, because it’s a versatile color 
that can be used as or against a background of virtually any other 
color, in motifs and combinations limited only by the designers’ 
imagination. Aluminum makes ’em all sparkle. 

Specify ink made with Alcoa Albron pigment on your Alumi- 
num jobs. For Aluminum Ink literature, write ALUMINUM COM- 
PANY OF AMERICA, 2129 Gulf Building, Pittsburgh, Penna. 


ALBRON 











It's also 


t brings skill to a company: which produces 


: sales-provoking packages. Royal have been producing striking. 


bags and wraps for well over a decade. 


> . 


Royal will be glad to assist you in developing a package which ~ 


‘ - «4 


% 


will give your product a decided advantage at the point of sale. 


‘ $ 


“Write for information. 


THOMAS M ROYAL & CO 


; PHILADELPHIA US A 


NEW YORK CHICAGO . DETROIT 
BOSTON _ $T. LOUIS MINNEAPOLIS. 
DAYTON SYRACUSE DENVER ~ 

















FLANGE CLOSURES: These 
metal topped corks can be at- 
tractively embossed with your 
trade-mark or design. They 
are distinctive and_ serviceable 
re- sealers. 





THESE MUNDET OFFICES 
are ready to serve you. 
They offer the unusual 
resources of an organiza- 
tion that has specialized 
in Closure manufacture 
for over 70 years. 


ATLANTA 
339-41 Elizabeth St., N.E. 


BROOKLYN 
65 S. 11th Street 


CHICAGO 
2959 N. Paulina St. 


CINCINNATI 
427 W. 4th St 


CLEVELAND 
11500 Florian Ave 


DENVER 
The Stone-Hall Co 


DETROIT 
335 W. Jefferson Ave 


HOUSTON 


Commerce & Palmer Sts 


LOS ANGELES 
2051 E. 37th St. 


MEMPHIS 
Memphis Bonded Warehouse 


NEW ORLEANS 
432 No. Peters St. 


PHILADELPHIA 
2996 Arch St. 


ST. LOUIS 
506 S. Main St. 


SAN FRANCISCO 
440 Brannan St. 





SEATTLE _ 
Succop-Tighe & Sons 
2737—1st Ave., South 





~ 


~~ 


INVISIBLE DETAILS: This 
“x-ray” view of a Mundet 
Molded Solid-Flange Closure 
shows how strongly it is 
constructed. The ribbed pin 
securely anchors cork and flange 

makes the closure practically 
break-proof. 































This molded screw-cap has a special 
duo-tone finish—a soft pebbled tone 
combined with a high gloss finish. 
The cap is made in standard sizes, 
in black or in colors. 


SECURITY FOR YOUR PRODUCTS 


You don’t have to be a closure expert to appreciate the fine 

























construction of Mundet Molded Closures. Anyone can see 
how extra sharp and clean-cut they are—clear as a cameo! 
This clarity is due to Mundet’s deep molding process. It per- 
mits the reproduction of your trade-mark or decoration with 


unusual fidelity. 


Mundet Molded Closures are sturdily constructed and with- 
stand hard usage without cracking or chipping. Their pre- 
cise threading assures safe-sealing . . . makes it easier, more 
convenient for customers to use your product. Write today 


for samples and prices. 


MUNDET CORK CORP. 


65 S. ELEVENTH STREET, BROOKLYN, N. Y. 
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SHIPPING TRAGEDY NO. 3 





This soap manufacturer 


a new product o 



















. By extensive advertising 
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, Whose recommendation she valued. BUT the dealer’s 


@ {1/0 NS \|6 
supply of the new product looked like this || =/// 3 = =, 6 
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--- all because the 





manufacturer’s shipping cases couldn’t protect his new product’s cartons! 


The one correct shipping container will protect your products from ConcEALeD 





DaAMAGE—the type of damage that the shipper seldom hears about, but that 


AVOID 


co N C EA L E D Corporation’s exclusive “Packaging by Prescription” method will help you choose 


exacts a telling toll in lost customers and lost dealer support. Container 


DAMAGE! the proper Corrugated or Solid Fibre Shipping Container that will avoid Conceated 
DAMAGE. Our representative can show you how. 


Reprints available: ‘Corrugated Fibre Container Failures —Their Causes and Remedies.” By A. P. Kivlin, Assistant Chief Engineer 
Freight Container Bureau of the Association of American Railroads. See coupon below. 


CONTAINER CORPORATION OF AMERICA B-8 
111 West Washington Street, Chicago, Ill. 







Gentlemen: Please send me a copy of “Corrugated Fibre Container Failures.” 








Company Address 








l 
| 
| 
| 
| Name ee 
| 
| 
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CONTAINER CORPORATION OF AMERICA 


GENERAL OFFICES: 111 WEST WASHINGTON STREET, CHICAGO, [TLEIN@ Es 
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Here’s your chance to... 


EXPOSE YOURSELF TO 






NEW IDEAS-NEW CONTACTS 





@ NIAA Conferences never fail to stimulate those 
who attend. Every session sparkles with new ideas and 
fresh viewpoints on pertinent problems of the day. 
Priceless information is passed out freely. Exhibits 
are educational and inspiring. The good fellowship 
that prevails fosters new valuable contacts. 


The program is designed to benefit not only advertis- 
ing and sales promotion men, but top executives as 
well. Leaders in industry will discuss subjects ranging 
from advertising copy to publicand employee relations. 
Many men who have solved problems that are vexing 
management everywhere will give you the benefit 
of their experience. In clinics and at round table dis- 
cussions they will show you ideas and data they have 


Write for the facts about 
the big stimulating program 


Accommodations — Attractions 


15TH ANNUAL ADVERTISING AND SALES 


accumulated. All are fresh, new, applicable to pres- 
ent conditions of management and merchandising. 
Could any man concerned in advertising, sales or 
management spend three days like that without ab- 
sorbing new ideas, new information, new viewpoints? 
Do you wonder that men attending these Industrial 
Advertising Conferences go back to their jobs stim- 
ulated and broadened in mind and attitude? Is it 
surprising that they do a bigger and better job? 

Three days take little of your time. The cost is reason- 
able. The value received is priceless. Surely, you owe 
it to yourself and to your firm to come. First, you'll 
want complete information—program details, accommo- 
dations, attractions. For convenience, use the coupon. 





MR. H. D. PAYNE, Chicago Molded Products Co. 
2145 W. Walnut St., Chicago, III. 


Please send me tentative program on industrial advertising 
and sales promotion of N. I. A. A. meeting [] I am going 
—please register my name [] 


Name 





Company 





PROMOTION CONFERENCE AND EXPOSITION 


SEPTEMBER - 22 + 23 - 24 
EDGEWATER BEACH HOTEL - 
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RACQUETTE RIVER PAPERS 
BOX COVERING and PACKAGING PROGRAMS 


- UNIFORMITY 


ECONOMY 


Complete control of grades, weights and 
colors in the Racquette River mill is your 
assurance of perfect uniformity and utmost 
economy in Box Cover Papers. Choose 
the paper that fits your needs from 600 
attractive stock papers. 


Papers with individual trade-marks can be 
developed at very reasonable cost. Unit 
packaging programs, including boxes, 
bags and wrapping paper to match, can 
also be planned. 


























Racquette River Papers are distributed 
through leading Box Cover Paper Jobbers. 
For Samples of these Papers, write the 
Mill. Please include name of your Jobber 
with your request. 


THE RACQUETTE RIVER PAPER CO. 


POTSDAM, NEW YORK 
































Q fow of the 600 diatinctive Racquatte Riven atock papens 
SAMPLES WILL BE SENT ON REQUEST 
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T’S a far cry from the four-bit pack of cards 

you'd get at the corner emporium to the six 
dollar Kem bridge set featured by top-flight 
stores. The Kem cards are washable, non-creasing, 
almost everlasting—and it’s the job of the package 
to reflect this superior quality, help to sell the 
idea that here is a new and different pack of cards. 

Notice how cleverly the molded Durez package 
gets the story across. Sleek and colorful, with a 
richly engraved cover, it’s miles ahead of conven- 
tional containers in eye-appeal and utility .. . 
helps to make the customer’s first impression a 


positive one, building up for a sale. 














And there are plenty of other sales features to 
this molded Durez box. It’s light in weight, chip- 
proof, has a pleasant-feeling surface finish that 
never shows signs of wear. [t even has a molded-in 
partition to keep the two packs of cards separate. 

No matter what you package, it will pay you to 
investigate the advantages of Durez, the hot- 


molded plastic. Design possibilities are limitless 





... you have a choice of many colors... and other 
features unequalled by other materials. For fur- 
ther information and copies of free monthly 
“Packaging News” write Generel Plastics Inc., 


128 Walck Road, North Tonawanda, N. Y. 


7 DRFREL 
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LIGHT SOFT ABSORBS GIVES 
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REG. U.S. PAT. OFF. & £1GN COUNTRIES 


CREPE WADDING 


PROTECTS AMERICA’S 


“BEST SELLERS” 
AGAINST SHIPPING DAMAGE 


@ If you employ “showmanship” in your merchandising 
plans, you know how necessary it is to have complete 
shipping protection. When you pack with KIMPAK CREPE 
WADDING you know that your goods will reach the retail 
showroom factory-fresh. And that’s the easiest way to win 
the spotlight position that attracts customers and makes 
quick sales for the retailer and more profits for you. 

There’s a size and style of KIMPAK for every product. 
You can protect dainty, fragile articles as effectively as if 
each piece was separately shipped. You can be sure fine 
finishes will be ‘“‘factory-new” on the sales floor. No matter 
what you have to ship—be sure of safe delivery. Pack with 
KIMPAK CREPE WADDING. 

KIMPAK’S low price will allow new shipping room econ- 
omies. Its ease of handling will make new shipping room 
efficiency. No waste, no muss. KIMPAK is as easy to use as 
a piece of string. This modern packing material is of the 
highest quality, snowy-white, clean, light, flexible and 


G 
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absorbent. 
To learn more about KIMPAK, simply mail coupon today 
for free portfolio of samples and illustrations of actual usage. 


KIMBERLY-CLARK CORPORATION 
Neenah, Wisconsin 


Sales Offices: 8 South Michigan Avenue, Chicago 
122 East 42nd Street, New York City 
510 West Sixth Street, Los Angeles 


a. ST OL at MALI RTS. BI tee 


» Daler 


a ee 





j . é FREE! 1937 Portfolio of KimPak 
. oF ath KIMBERLY-CLARK CORPORA- 
‘ impak ‘ ; 
WILL & BAUMER CANDLES : pat sedi Riigitg dove TION, Neenah, Wisconsin. 
: ‘gall dant Weenies = sennies ' Address nearest sales office: 

A Best Seller Protected by KimPAK AS ey : 8 South Michigan Avenue, Chicago. 

P aa i cP ass ea 122 East 42nd St., New York City. 

11 & Baumer Co. ship their fragile | y Tate, noreah, We 510 West 6th Street, Los Angeles. 
them with KIMPAK to 
t the destination. Note 
ked—and how ii ; Company 


When Wi 
candles, they protect 
assure A-1 condition a 


candles are pac ; 
how snugly the  aneeeee This 
Address 


i he 
beautiful they appear W ; 
company has been packing with KIMPAK for 


over 12 years. 


Please send us the 1937 PORTFOLIO OF KIMPAK. 








Attention of 
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The trend in modern packaging 
is—let them see what they buy. 


Formed acetate provides trans- 


parency at low cost even 
though the quantity is not large. 
May we help you? 





CAMEO LABELS 
help to enrich these 


fine St. Denis packages 


We can't help but boast just a little and 
feel mighty proud of our share in completing 
these St. Denis packages and bottles. See 
how the Cameo Labels on the bottles and 
package wraps enhance their gleaming rich- 
ness. Why not contact our expert label 
planners who will be glad to consult with 
you, without obligation, on the right type 
of label to promoté the beauty and salea- 
bility of your product. 


a>) 
ae See WI 


CAMEO 
\ Die Cutting & Engraving (Co. 


154‘W 14 th. Street 
| New York 









CAP RIGHT WITH THORNTITE 


TIRED acning FEE! 
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YOUR CUSTOMER POINT OF 
MEETS YOUR REPEAT SALE 
PRODUCT HERE HERE 









’ SIFTER 


@ 
Your Packageis as good as your closure 


Your product may be excellent. Your package may upward. All leading can companies will supply you. 





have the essential beauty. But, if your closure fails, Cap right with Thorntite. 
you may lose a customer forever. A cap down the 











Thorntite mounted on your packages without obliga- 





drain, powder scattered through a traveling bag— 





tion. Simply mail shoulders of one or more of your 






these annoyances cause sales lost to competition. 





products and advise quantities you normally order. 









Protect repeat sales—and your product—with Thorn- We will quote prices immediately and return your 


tite. Specify Thorntite closures when ordering. specimen cans attractively capped with Thorntite. 













Prices recently reduced with metal costs trending Write today. 


THORN TITE TOPS, Inc. 


202 East 44th Street, New York, N. Y. Phone Van. 3-7480 


A MODERN CLOSURE FOR MODERN PACKAGES! 
CAPTIVE—Can'’t get lost or fall off in use. 

FOOLPROOF —Easy to open, easy to close. 
POWDER-TIGHT—Protects contents perfectly when 






CONSTANT TENSION 
HERE 





closed. 
LEAKPROOF—Can't jar open in luggage or in home use. Wt 
CONVENIENT—Smooth, positive powder dispenser. . Pi te Oat 
ATTRACTIVE—Symmetrical, harmonious with any . mg V1 ase 
design. | 


An ideal closure for talcum, tooth, deodorant, and other 
powders. 
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GENERAL OFFICES AND PLANT: WHITE PIGEON, MICH. ei 
CHICAGO: PALMOLIVE BUILDING NEW YORK: POSTUM BUILDING @ 


WE DO NOT MANUFACTURE FOLDING CARTONS i 
: 
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E papers on your newest 
Samples are. waiting for your call. Examine the intricate en- 


NEW YORK: 41 Park Row 
PHILADELPHIA: 401 a Broad Stree 
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The magnetism of a well chosen, attractively 


designed CONTAINER swings interest and NATIONAL 
acceptance . puts POWER behind products of 

grown and growing industries .“NATIONAL’ ca" 
CONTAINERS are advancing the appeal WIN 


of foremost productions in countless trades. ATTENTION 7 
a 


- NATIONAL CAN CORPORATI( IN 


SUBSIDIARY OF McKEESPORT TIN PLATE CORPORATION 


EXECUTIVE OFFICES e 110 EAST 42nd STREET - NEW YORK CITY 
Sales Offices and Plants # NEW YORK CITY « BALTIMORE + MASPETH,N.Y. « CHICAGO «+ BOSTON «+ DETROIT + HAMILTON, OHIO 


hao | 
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THERE ARE OVER 1000 
DIFFERENT TYPES OF 





EXCELLO 


b> U.S. PATENT OFFICE 


RIBBON 


LICENSED UNDER OR PROTECTED BY ONE OR 














MORE OF THE FOLLOWING U. S. PATENTS: 
NOS. 1,406,148—1,867,405 AND 1,867,314. 


Cellophane 


But All Possess ONE 
All-Important Quality— 
DOMINANT SALES POWER! 


Available throughout the World 





2” POINSETTIA 


EXCELL-O RIBBON IS MADE 


o. of Canada, Ltd., 
Drummon dville, Quebec. 


_.. by Den n-Victor Co., Ltd 
wallak aad » Ro Exe! 
ie) 


Park Royal ndon, N W.10 


. n the United States ....by Freydberg Bros, Inc. 
SS Stamford, Conn. 





in France .. .by Societe Anonyme Fre 
11 et 13 Rue des Camelias, 
Alfortville (Seine) 


TT 





tot 
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eX ‘US. PATENT OFFICE 









Plain 
Excell-o 








LICENSED UNDER OR PROTECTED BY ONE OR 
MORE OF THE FOLLOWING U.S. PATENTS 
NOS. 1,406,148 1,867,405 AND 1,867,314. 


Made of 
yy," 
Silver 
ello ABine Threaded 
TRADE MARK 
No matter what your product . . . no matter what its color scheme, ," 
: ——_ 
arian 
shape or price-range .. . there is, among the vast selection of Excell-O 


Ribbon patterns, one or more particularly suited to its needs. There 

(> are hundreds of stock patterns .. . or special designs, if you will. 
Widths from one-quarter inch upward. Plain, printed, metallics, 
combination Cellophane and fabrics, threaded, and special seasonal 
patterns for Christmas and every other holiday. 


(} ™ 


But that tells only half the story of these glistening, attractive, colorful _——_ 


package ties. For Excell-O Ribbons have proved, year after year, 
4 their ability to pay their way many times over by commanding extra 
dealer attention, extra and preferred display space, added consumer 


interest .. . in short, Increased Sales. 


It is this quality, in every item of the giant line, that has made Excell-O 
Ribbon the world-wide favorite as a package tie. It is this quality 
that makes it a product you cannot afford to ignore. 


Two Color 
Garland 


Send today for sample yardage of any ribban shown here—or send 


us your packages and let us return them tied with appropriate Excell-O 


Ribbons 





FREYDBERG BROS., Inc 


STAMFORD CONNECTICUT 
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a Showcase 


FOR YOUR PRODUCT 


The transparent envelope illustrated 
is the practical U.S. E. Display-Pac. 
Practical because it combines the use 
of an opaque back of glassine or other 
stock with a fully transparent cellu- 
lose face. A showcase for your product which 
is extra strong and extra thrifty. 
Specialists at U. S. E. have studied the peculiar 
packaging needs of a wide variety of products. 
They have devised various methods of construc- 
tion, and have tested many kinds of materials, 
in order to be able to meet your requirements 
adequately and economically. 
.U. S. E. transparent cellulose packages may be 
imoisture-proof or plain; or a combination of both, 


FLUSH GUT 





as in a duplex package. The mate- 
rials may be fully transparent, semi- 
transparent, opaque or a combination 
of these like the Display-Pac Enve- 
lope above. 

An important reason for doing business with 
U.S. E. is that its complete service provides the 
most suitable packaging materials for any product 
which can be put up in a transparent container. 
If you have a product which can be given the 
benefit of transparent packaging let U. S. E. sug- 
gest the right materials, and design for your 
needs. You incur no obligation in asking for sug- 
gestions. Write today, sending a sample of your 
product, and your present package, to 


Transparent Container Department 


UNITED 


STATES ENVELOPE COMPANY 


Springfield, Mass. 


U. S. E. MAKES E-Zypac TRANSPARENT CONTAINERS IN EVERY KNOWN STYLE 
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Nowhere on earth has there ever lived a race more 
colorful than the Aztecs whom Cortez discovered when 
he invaded Mexico in the year 1519. Even at that early 
date, the desire for display was evidentiy very strong. 
However, it is doubtful if the ancient splendor of the 
Aztecs was any more attractive than the beauty of the 
thousands of modern packages displayed on the coun- 
ters and shelves of numberless merchants throughout 
the country today. 

Many of these packages are coated with EGYPTIAN 
PAPER LACQUER, which produces a clear, water-white 
transparent film... A film which beautifies and protects 
all surfaces to which it is ‘applied and which assures 
factory freshness for the package. There are EGYPTIAN 
PAPER LACQuERS for all requirements including coatings 
formulated for moisture and grease resistance and 
pigmented paper enamels and novelty finishes for the 
fancy paper field. 

All EcypTiAN PAPER LACQuERS are furnished for appli- 
cation on roll coat equipment, either of the sheet or web 
type. We invite your inquiry for further details. 


THE EGYPTIAN LACQUER MANUFACTURING CO. 
Rockefeller Center, New York, N. Y. 





This insert is treated with one coat of Egyptian Paper Lacquer. 
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Fitchburg chemists have developed hun- 
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FITCHBURG PAPERS include: special problems of packagers. Their long 


Lacquering Papers with specially prepared 


surfaces. _ experience and their splendid laboratories 


Alkali Proof Papers for soaps, chemicals, 
dyes, etc. 
Box Wrap Papers . . . used by leading con- insure a speedy solution of your problem 


verters for box wraps. 


Combining Papers .. . for surfacing every 


type of boxboard. . and work starts instantly on your call. 


Foil Combining Papers ... for backing fouis 
whether plain, printed or embossed. 


Bag Papers .. . for special bag problems. FITCHBURG PAPER COMPANY 


FOUNDED IN 1861 





FITCHBURG - - MASSACHUSETTS 


Sales Offices: 250 Park Avenue, NEW YORK CITY 
Mills: FITCHBURG, MASSACHUSETTS 
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Smart lady, typical of millions! She has a 






sense of beauty, but also a sense of value. She 





















likes a fine package, of course. But not if it 
means a higher retail price to her. And she 


has learned that she pays for the permanent 


package — the so-called “re-use” type of box. “Packages That Sell” by Ritchie are 
She asks herself: “Why Should I?” Outstanding in these Fields: 
That’s why the set-up paper box remains pay ee em Coffees, Teas and Spices 


. 3atteries 

the package of popular appeal. It combines aomaniees Drugs 

Chemicals Food Products 
beauty with economy. That’s why manu- ' ; 

) ) y Cosmetics Pens and Pencils 
facturers find it unwise to change to other Clocks and Watches Golf Balls 
; Granular Products Hosiery 

types of packages. Only with a set-up paper 

Jewelry Playing Cards 
box can they get a smart, modern effect — — oe 


at low cost! That’s why a Package by Ritchie ” 
Many nationally-known products gain additional sales-appeal 


is an effective merchandising medium. It through a Package by Ritchie. Many nationally-known firms 
have long been Ritchie customers — some of them for nearly 
gives your product a flair that makes people half a century. Why don’t you investigate the many advantages 


want it, without raising the price to more of a Package by Ritchie: 





























than many people are willing to pay for it. 


W. C. RITCHIE AND COMPANY 8849 BALTIMORE AVENUE CHICAGO 


NEW YORK PHILADELPHIA DETROIT CINCINNATI LOS ANGELES ST. LOUIS MINNEAPOLIS FT. WAYNE 
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PREFERRED POSITION 


on the road to volume sales is accorded the package tied with 
Ribbonette. That colorful Ribbonette wins added display, added 
interest from buyers, sales clerks, display managers and con- 
sumers has been proven—by sales records—to hundreds of manu- 
facturers who now use no other tie. Let us show you, concretely 
and on your own product, just how much Ribbonette can do, at 
low cost, to bring you greater sales. Send us your present pack- 
age to be re-tied with the appropriate pattern of beautiful Ribbon- 
ette. Write today, to— 


AUGUST 1937 
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Who makes waxed paper bags? 


Where do oo waler soluble adhesives? 

Who is a good package designer? 

Is molded pulp practical? 

How much will a transparent container cost? 

Can this shape be molded? 

Who is the nearest cellulose converter? 

Where can I have embossing rolls made? 

Who makes the proper filling machine for this job? 

Can this bag be heal sealed? 

Can I buy a real redwood veneer paper? 

How much breakage shall I expect with this type of package? 
How do I pick a designer? 

Whal are the postal regulations on mailing containers? 
Shall I use a varnish or a lacquer? 

How much will it cost to convert my carlton into a display? 
Would paraffine protect my product? 

Will a window bag stand the gaff? 

Shall I use a flint paper or lacquer? 

Can an electric eye cul down rejected packages? 

Is there a stock label that will do for this job? 


How can I test a package? 


USE YOUR PACKAGING CATALOG 
USE YOUR PACKAGING CATALOG 
USE YOUR PACKAGING CATALOG 
USE YOUR PACKAGING CATALOG 
USE YOUR PACKAGING CATALOG 


USE YOUR PACKAGING CATALOG 
USE YOUR PACKAGING CATALOG 
USE YOUR PACKAGING CATALOG 
USE YOUR PACKAGING CATALOG 
USE YOUR PACKAGING CATALOG 


USE YOUR PACKAGING CATALOG 


USE YOUR PACKAGING CATALOG 


USE YOUR PACKAGING CATALOG 
USE YOUR PACKAGING CATALOG 


USE YOUR PACKAGING CATALOG 
USE YOUR PACKAGING CATALOG 


USE YOUR PACKAGING CATALOG 
USE YOUR PACKAGING CATALOG 
USE YOUR PACKAGING CATALOG 
USE YOUR PACKAGING CATALOG 
USE YOUR PACKAGING CATALOG 
USE YOUR PACKAGING CATALOG 


USE YOUR PACKAGING CATALOG 


PACKAGING CATALOG 


425 FOURTH AVENUE NEW YORK, N. Y. 


MODERN PACKAGING 
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FOR 
SMART 
CHRISTMAS 
PACKAGES 
BOX 
COVERING 
PAPERS 
BY 

: 

WELSH 


SAMPLE BOOKS SHOWING OTHER COLOR COMBINATIONS & DESIGNS MAILED UPON REQUEST 


WELSH PAPER COMPANY . 505 CHESTNUT STREET - PHILADELPHIA, PA. 
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| A New Beauty 

and Utility in 
GIFT 

| PACKAGING 


| SMITHCRAFTED 
CONTAINERS 





f For Every Type 
of Product 


The CANDY BOX fea- 
tured above is all white, 
alabaster effect, decorated 
sides and lid in deep re- 
lief, with jade-green panel 
as background to carved- 
like informal floral deco- 
ration in center. Other 
boxes illustrated range in 
size small razor 
blade containers to large 
Champagne and Canned 
Food Gift Chests 


from 


Wail! 


including LOW COST. 


No matter what your product, you will find it of advantage to investigate 

















Everything necessary for a successful Gift Package 


Gift possibilities with SMITHCRAFTED CONTAINERS ..... 


THE s. K. SMITH COMPANY 


2857 NORTH WESTERN AVENUE CHICAGO, ILLINOIS 
New York Office, 52 Vanderbilt Ave. MUrrayhill 2-8290 


Packaging 


Pi: 
THERE’S AUTHORITY IN THAT 








Yes Sir! Wise men never talk back to the law. Neither do good 
business men fail to recognize the influence which the right clo- 
sure exerts on the sale of their product. There’s power in Owens 
Illinois Salescaps and that’s why so many concerns come to us for 
all closure requirements. The handsome molded cap shown here !s 
just one of the many smart and convenient styles and types of clo- 
sures available. Discuss your problems with an Owens-IIlinois repre: 


sentative. Owens-Illinois Glass Company, Toledo, Ohio. 


QWINS -MLLINOIS 


SALESCAPS 
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HOLIDAY 
PACKAGES 


Each year, at this time, MODERN PACKAGING re- 
views design and style trends of the forthcom- 
ing holiday season as they relate to packages. 
On the pages which follow we present first: 
a general survey and pictorial review; second: 
an analysis of trends as observed by leading 
material and package suppliers, by their posi- 
tion best equipped to measure and predict de- 
velopments-in-the-making; third: a study of the 
packaging efforts of two leaders in the gift field, 
International Silver and Cannon Mills. 


good 
t clo- : Vi ih asa\ cE ' 

’ / = 1. Numerous models of the Westclox line of 
wens ist ts alarm and desk clocks will greet the present- 
is for | minded consumer in these colorful cartoon-style 
wate ' boxes. Note how the identifying panel has been 
- sei kept small yet made visible from three angles. 
f clo- — i 2. BVD’s—an intimate gift if ever there was one 


epre will reach the foot of the Christmas tree in this 
simulation of a mailing envelope in printed trans- 
parent cellulose by Milprint, Inc. 3. The 
buyer never sees this package, but the recipient 
does. So Spear Radio Company uses this neat 
and colorful holiday shipping container, made by 


Hinde and Dauch Paper Company 





THE THREE MUSKETEERS 
AX incnn @ 


4. The 1937 holiday line of tH@®Allen B. Wrisley Company combines formal boxes with small 


labels with " elaborate, beribboned inner packages. For men, Wrisley offers a three-item set 


of shaving acgeSdories, held as a unit by a metal and wood tray which affixes to the bathroom wall. 
5. Three Houbigant perfumes ae Christmas on this plastic base, the whole being en- 
cased in a white set-up box, ribbon ti@d. 6. In keeping with a long tradition in the tobacco 
industry, Philip Morris items greet the season in over-cartons, thus permitting the retailer to return 
unsold items to regular stock. Tins are wrapped in cellulose and sealed with embossed gold 
labels. 7. Handkerchiefs in book type boxes call for a ‘bookshelf’ display, both sponsored by 
the,Manhattan Shirt Company. 8. This combination of transparent cellulose acetate, cloth and 
is designed and manufactured by Arrow Manufacturing Company for visible-yet-protected- 

of watches. 9. Lentheric’s Tweed line greets the Christmas buyer in this gay, hinged lid 

10. The Mary Chess Pandora Box—retailing around 

Sites case, with drop front and hinged lid covered with quilted pale green silk. 

id by Max Hoisles. 11. Typical of the growing vogue for transparent rigid 

5 this See-Thru box, displaying a negligee. 12. Transparent packages from the Cellu- 

Stion’s collection feature ribbon ties. 13-14. Owens-Illinois Glass Company has 

number of combination sets, utilizing its own bottles in conjunction with specially de- 

and labels. Transparent box is by Emeloid Company, Inc. Set-up paper box by W. C. 





REMARKABLE correlation exists between the forms which gift packages 

take and the state of general business—a correlation which the sharp 
peaks and valleys of recent years have served to accentuate. Thus, given the 
guiding facts and an index of business activity, one can predict, with more than 
fair accuracy, whether gift packaging will be flamboyant or sedate, over-elabo- 
rate or simple, rainbow-toned or subdued. 


For any given class of the population there exists a standard of “‘gift-living’’ or 
“gift giving’’ which may be said to stand just one notch above that class standard 
of living. Since a gift is, by its very nature, a token of extravagant esteem, the 
man who would buy himself a dollar tie will reach into the dollar-fifty field for 
a gift tie; the woman who restricts her own perfume purchases to an occasional 
dram will go into the next higher price, quality or volume class for her gift 
perfume purchases. 


Thus, the gift must—in some way—demonstrate its difference from the everyday 
item. But, with a falling standard of living and a shrinking purse, the gift 
aiver finds himself restricted in his expenditures and hence seeks to make up 10 
for the low cost of the items purchased by choosing those whose packages 
accentuate and emphasize the value and elaborateness of the gift. Thus, from 
1930 to 1934 gift package designs ran to the flamboyant. Colors were strong. 
Patterns were so-called ‘‘modernistic,’’ boxes had false bottoms and intricate 
trays. In short, tinsel covers the shrinkage of either quality, quantity or both 
during a period of depression. 


Beginning in 1935, however, and coming to a climax with the current season, 
this trend has been reversed. As people once again felt themselves able to 
buy gifts which, by themselves, bespoke the essential sentiment of gift giving, 
they began to avoid the over-complicated, the gaudy and the too elaborate. 


Particularly notable has this trend been in the special group of packages de- 
signed for re-use value. During leaner years department store counters were 
covered with a rash of dual-use packages, seeking to enhance the value of the 
product by providing—through the package itself—a second product and hence 
a second or added value. To such extremes was this tendency carried that, 
today, hardly a middle class home exists that is not overloaded with cigarette 
boxes and ash trays acquired in the process of receiving gift belts, gift ties, 
gift hose and gift candies. Nor was the trend restricted to ash trays and cigarette 
boxes. Milady who buys her jewels at Woolworth’s found herself confronted 
with elaborate jewel boxes swept in on a tide of fruit cakes. Golf balls came 
wrapped in cocktail shakers—hosiery graced the Christmas tree encased 
in molded facial-tissue holders—green whiskies greeted a cockeyed world 
in tobacco humidors designed to look like leather-bound sets of Shakespeare. 
Today, the re-use package still serves admirable functions. But it is de- 
signed to serve primarily as a package and usually finds its re-use in close 
relation to the product with which it first made its entrance into the home. 
In place of ultra modernistic effects, the trend has now grown to sweeping 
proportions in favor of restraint, simplicity and that quiet dignity which 
only a product or package free from shoddiness can achieve. 


14 








Yet the passage from flamboyance to its opposite has 
not meant the abandonment of a strong drive for 
merchandising appeals. Packages are still designed 
to sell holiday goods by what main-floor buyers call 
“flash’’ only—‘‘flash’’ today means the flash of 
quality rather than that of a side-show spangle dancer, 
New developments in materials and manufacturing 
methods have served to make possible far greater 
display values than were previously attainable 
without resort to gaudiness. Foremost among these 
has been the advent of rigid transparent materials 
in a practical form and the development of methods 


15. Simplicity marks the design of the set-up boxes used by the 
New Haven Clock Company for wrist watch display and sale. 
16. Lentheric presents this assemblage of men’s shaving accessories 
in a leather-covered, cedar-lined humidor with a luggage type lock 
and cork cover lining. Designed by Frank Maclntosh. 17-18. 
Novelty and combination boxes are coming in for increasing atten- 
tion. Note these, utilizing lithographed metal containers by Owens- 
Illinois Can Company. 19-20. Coty holiday presentations fea- 
ture set boxes. The women’s line utilizing a specially designed, 
highly detailed and colored embossed paper. The men’s line 
features a simpler stripe effect. 21-22. Bourjois offers kits and 
set-boxes for a wide range of price choices. A\lll are designed 
jointly by Bourjois and the Lorscheider Schang Company, the 
latter firm making the containers. 23-24. The Parker Pen Com- 
pany is presenting a number of display and sales packages modeled 
after the line of 1936 but with a number of changes in paper pat- 
tern. Completely new, however, is the molded plastic case, lined 
with acetate taffeta. Set-up boxes are by Dennison. 25-26. 
Fifteen items from the current Dennison Christmas collection includ- 
ing many designs for hosiery, handkerchiefs, watches, jewelry, etc. 
Note particularly the novel display effects and the use of cast-resin 
handles and accents. 27. The Chicago Printed String Company 
presents this group of gift wrappings, available both for retail 
sale and for use by manufacturers. The papers, in 20 in. by 30 in. 
sheets, are printed in water color inks with the exception of that 
shown in the lower left-hand corner, a five-color lithograph type. 
The accompanying ribbon ties are all Ribbonette in patterns speci- 
ally designed to accompany each paper design. 28. Master 
Craft Candle Works utilize this unique combination of set-up box 
and carton-mailer for their bayberry candles. 29. Harriet Hub- 
bard Ayer will place on Christmas counters this Campus Carryall 
Week-end Kit containing twelve items selected by a group of col- 
ege delegates as those most essential for such a combination pack- 
age. The kit is of polished alligator fabricoid with a lift lid and 
a drop front. The entire package is about the size of a large hand 
bag, and may, in fact, be carried and used as such. 30. White and 
Wyckoff Mfg. Company introduces several novelties in addition to 
more usual types of holiday packages in its extensive Christmas line. 
Note, for instance, the Kanakin or sugar bucket at the top of the 
photo, the metal cocktail tray-box lid, with cast resin handles and 
the desk-blotter-holder box lid in the lower left-hand corner. 31. 
Seven of a large series of Excell-O ribbon holiday ties offered for 
1937 by Freydberg Bros., Inc. Note, too, the fabric ribbon wit! 
cellophane edging 
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of working these into sturdy, attractive and properly 39 
priced containers. Thus, the new season will see 
many times more products sold in the gold-fish bowl 
of glistening rigid transparent containers than did 


any previous season. New printing processes have 
begun to be developed for decorating such packages 
but, to date, the major trend has been towards the 
use of some variant of the package tying ribbon as 
a means of decoration, leaving the product, in its 
glorified and protective setting, to speak for itself. 

Another trend, notable in the illustrations of the 
International Silver line, has been toward the de- 
velopment of ingenious combinations of transparent 
materials with woods, metals, papers, cloths, etc. 
Here the display and protective values of the trans- 
parency serve to supplement the greater durability 
and strength of these more familiar, older materials. 
It is worth noting that, to a very large degree, the 
color predictions made by MODERN PACKAGING in 
its edition of last May have proved even more ac- 
curate than might have been expected in a first 
venture of this sort. MODERN PACKAGING will 
continue, in subsequent issues, to examine color 
and pattern trends and to report these sufficiently 
far in advance of seasonal package-planning opera- 
tions to permit color-conscious packagers to take 
full advantage of the possibility of gaining extra 
display and extra style appeal for their packages 
by correlating package colors and patterns with 
color and style trends in the apparel and house 


furnishing fields. 


With the growth of so-called “‘off-season’’ gift packag- 
ing—for Valentine’s Day, Mother’s Day and Father's 
Day promotions and the growing trend toward 
gift-type packaging for Easter apparel and acces- 
sories—MODERN PACKAGING will extend its studies 
of gift-packaging trends with a Survey and Pre- 
diction of 1938 Trends to appear in its November 
issue. Studies are now being prepared relative to 
the special problems arising from the one-day nature 


of most of these gift promotions. 


32. Here are shown three of a large group of decorated 
metal containers sponsored by the Owens-Illinois Can Com- 
pany for holiday use. 33-34-35. Eaton Paper Corporation 
presents a number of interesting designs for children’s letter paper 
in addition to new items for its adult line. Note the round box 
with costume decorations. The rectangular Junior Letters box 
contains a packet of foreign stamps in addition to the stationery 
supply. The Neolaid Deckle Box includes a ribbon-tied tray and a 
hinged drop-side. 36. Celluloid Corporation presents its new 


dresser sets in transparent boxes made of its rigid transparent materials 
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Kids take the “ups and downs” of a roller coaster in 
their stride—and like it. The “ol’ man,” however, 


doesn’t go in for breath-taking descents, either on 





roller coasters or in sales curves. The package has 
much to do with keeping sales curves up. Folks try 
products if the packages “look good,” and keep 
right on buying, if the “quality is good.” Smartly de- 
signed packages stand out on the shelf—and many 


/ 





times are given preferred display position because 
they have so much sales appeal. The long experience 
of Owens-Illinois in creating containers, closures, 
labels, cartons—in fact the complete salespackage 
can be of great value to you. Owens-Illinois Glass 
Company, Toledo, Ohio. Branch offices in most 


Ne 


large cities. 
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by CHARLES ELLSWORTH 


THE VISITOR to one of the country’s largest depart- 
ment stores really liked packaging. He knew something 
about package design and believed that package styling 
was coming of age as a merchandising help. And why 
not? The publications he read were full of the names of 
talented designers who were, and are still, the bulwark 
of American design. The shelves of packaging shows 
had impressed him with glittering rows of color; of 
fine lettering; of intelligent and beautiful treatments for 
customer presentation. New finishes, new patterns, 
new materials for packaging blossomed on every hand. 
The names of great firms announced from hundreds of 
advertisements their own contributions to a great new 
modern development, and almost every trade magazine 
reported new packaging advances in its field—with new 
sales highs resulting from courageous re-design. 

In short, the visitor was pretty well sold on the idea 
that packaging was quite the stuff in this modern world 
of merchandising. He was convinced in his own mind 
that design talent and advanced production methods were 
doing a real job for the retailer. His guide at the mo- 
ment was head of the store’s Receiving Room, who was 
giving the visitor a glimpse of the monumental problem 
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FACTORY PACKAGING’S GREATEST FAILURE 










of merchandise distribution through the operating 
channels of a big store on its way into the hands of the 
consumer. | 

In the midst of mountains of containers, crates and 
cartons waiting to be sorted and marked, the two came 
upon a large opening in the floor. It was the mouth of 
a chute, and into it a workman was shoveling a tumbled 
mass of empty packages—all sorts of packages. Not 
soiled, mind you! The visitor noted that many of them 
were practically ‘“‘mint’’ copies—bright and shining in 
finishes as fresh as when they came from the box-plant. 
And not ugly packages, all of them—for the startled 
visitor spotted several prize-winning show entries among 
them. Neither were they damaged. Most of them were 
only injured to the extent of the unpacker’s haste to 
remove the contents. But they were all going down the 
waste chute just the same. 

The Receiving Room head noticed the visitor's 
amazement and grinned. 

‘Hell of a nuisance,’’ he said. ‘‘Not so bad now that 
the waste paper market has gone up—but for a while we 
couldn't sell the stuff at all and had to pay to have it 
hauled away!” 


Fig. 1. Flow sheet of package performance as related to factory, store 
and customer destination. Factory packaging must meet ten tests 
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rhe visitor rocked on his heels at the thought of 
such a fate for designs into which so much labor and 
talent and expense had been poured; and groped for 
words. 

“Do you discard much of this stuff?’’ he asked. 

‘About twelve tons.’ 

‘Twelve what?” 

“Twelve tons—per day!”’ 

‘“A day? You mean to tell me you throw away twelve 
tons of manufacturer's packages every day?”’ 

“Just from October to Christmas. It isn’t quite so 
bad the rest of the year,’’ amended the Receiving Room 
head conservatively. The visitor pondered this triumph 
of understatement and tried again. 

‘You can't use these discards at all?” 

‘‘Nope!”’ 

“But why? What's the matter with them?” 

The Receiving Room head drew a long, patient breath 
with the air of a man who had been all through this 
many times before, to no effect. Then he began. But 
this time he got results. 

The picture he drew sent his package-minded listener 
to the store manager for permission to make a store study 
through his own designer, at his own expense. The 
designer went in. Package engineers followed. Color 
men and experts on materials were consulted. Mer- 
chandising and store operating heads, display men, 
shipping and delivery authorities took a hand. The 
circle of information widened with every additional 
contribution—but the Receiving Room head had the 
story right. And his story was that the walls of a 
department store—of practically any retail store—enclose 
a world almost unknown to manufacturers and their 
package designers. And he proved his story by the dis- 
parity between actual retail conditions and the proposed 
solution represented by the average package. 

It is not the purpose of this article to outline the many 
reasons for an obvious lack of basic information; nor to 
catalog the weaknesses in distribution structure inside 
the store and out which allow this lack to persist. 
Rather, this is an attempt to chart unfamiliar ground for 
the benefit of manufacturers whose products are, or may 
be, packaged for the general retail trade. 

There should be a sharp distinction here as between 
packaging for a department store, and the more familiar 
““shelf’’ package. This distinction is mainly one of 
store operations, since the department store is enormously 
more complex in operating details than is the outlet 
through which the usual shelf package reaches the 
customer. At the same time, the contributing failure 
in factory packaging for the department store which 
can most easily be traced to (Continued on page 114) 


What's wrong with these packages? Fig. 2. 

Outer and inner styling poor, and quantity con- 

tained incorrect. Fig. 3. The contents of this 

package will get a skeptical examination. Fig. 

4. Dust and litter in this package create con- 
sumer annoyance 
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SOLVING THE DISPLAY PROBLEMS OF 
THE QUALITY GIFT MERCHANDISER 





The International Silver Company has been doing a lot of thinking 
about silverware packaging and silverware display, the result of 


which may yet revolutionize old giftware packaging traditions 


MOST of the old silver companies are old hands at gift packaging, since by far the largest part 
of their output is purchased for gift purposes. Nor have these companies hesitated to adopt 
innovations in packaging methods in years past. Among the first to sponsor fine-wood boxes, 
lacquered wood boxes, wood-and-metal combinations and plastic containers, they have ex- 
hibited a remarkable facility in utilizing these new materials in novel and effective ways which— 
while avoiding the slavishness of imitating older materials—at the same time managed to retain 
the solidity, tastefulness and adherence to traditionally sound design which products planned 


for use through a generation or more demand. 


The problem of the silverware packager may be stated in simple terms, as follows: 


His package must be a long-term re-use container—a ‘‘filing cabinet'’ for the 
set with which it is sold. His package must harmonize with or complement both the 
surroundings in which it is displayed and the furnishings and accessories with which 
it will be associated in the home. His package must serve as ‘‘background” or “‘stage 
setting’’ for the merchandise—must concentrate attention upon the product rather 
than command attention to itself. Finally, the package must afford a maximum of protec- 
tion—against dust, dirt, tarnish, etc. plus—and here is the paradox—a maximum of 
display for the contained merchandise! 


In recent years, a partial solution to this last problem has been secured through the use of 
set-up paper or wooden boxes—with occasional molded packages in the smaller sets—equipped 
with hinged lids. Thus both display and product protection were achieved. The only fly in 
the ointment, however, was the fact that both were not achieved simultaneously. When the 
lids were lifted, protection ceased! When they were closed, display ceased! 


In seeking a solution, the International Silver Company turned, quite naturally, to a con- 
sideration of rigid transparent cellulose materials in the planning of the boxes for its two lines, 
1847 Rogers Bros. and Wm. Rogers & Son. These could, obviously, be used as ‘windows’ 
through which display could be achieved without opening the product to the outer air. Some 
experiments were therefore made with ‘‘frames’’ designed to set into boxes just under the lift- 
lid, but these were found to be less than satisfactory—particularly when consideration was 


given to the re-use functions of the silverware chest. 





56 MODERN PACKAGING 





Then—working jointly with the Pilliod Cabinet Company, which had previously made 


many. of the firm's gift and set boxes—a new approach was worked out. For the smaller gift 


boxes—those containing one, two or three accessory items—and for children’s and novelty 
ware, the solution was found in a combination of the traditional type of set-up box base with a 
deep-drawn hood of rigid transparent sheeting. This was practical since these containers are 
seldom used permanently by the ultimate consumer, the accessories usually being placed in 
the container of the larger set to which they are added by the gift’s recipient. 


When, however, the larger boxes were considered, new methods—not heretofore known 
to transparent container users—were called for. The solution was a twofold one. First, some 
boxes were designed with wooden bases and combination wood and transparent cellulose 
lids which hinged in much the manner of the traditional lift-lid. To achieve a greater degree 


The Transparency Chest consists of a wooden base and a hinged lid with a wood frame and a domed transparent cellulose display top held in 
place by two chromium strips. A red lacquered half-round band matches the tone of the velour lining. Silverplate shown is Wm. Rogers & 
Son, Burgundy pattern 





International has not abandoned the more traditional all-wood service container. This rich 

example, the Radiance Chest, has a recessed base, deep maroon satin lining and—when closed— 

presents the flush vertical surfaces characteristic of the best modern design. Chest by Pilliod 
Cabinet Company. Silverplate shown is 1847 Rogers Bros., First Love pattern 


of rigidity—and to enhance the appearance of the whole—a method was devised of ribbing 


the material at intervals with parallel, semi-circular ridges. 


In other cases, the designers went back to the principle of the roll-top desk of sixty years 


ago, developing a wooden tray equipped with a rigid transparent ‘‘window pane” in such a 


manner that a flip of the finger would roll it open. The transparency, when opened, rolled 
under the tray—along tracks provided by grooves in the wood—to assume an out-of-the-way 
position beneath and at the sides of the silver-rack. Another flip of the fingers brings the trans- 
parent hood back into place, ready to provide complete protection. 


The importance of the roll-top principle is seen when consideration is had of the manner 
in which silverware chests are often used. Most common practice places the chest in a drawer 


of a dining-room sideboard or buffet. The difficulty of opening a lift-lid without completely 











withdrawing such a drawer is obvious. On the other hand, a roll-top type covering can be 
slid out of the way under almost any circumstances. Moreover, as a perusal of the accompany- 
ing illustrations will quickly indicate, the roll-top principle lends itself to interesting, attractive 


streamline effects not otherwise obtainable. 


For smaller sets and accessory pieces, combinations of paper-set-up bases and transparent 
display lids were developed which provide—at the lower cost and with the reduced permanence 
permissible in these instances—display and re-use advantages essentially similar to those of 
the large chests. Only in the case of certain novelty items of the children’s line has the com- 
pany avoided the transparent protection-display principle in favor of open display in con- 
junction with doll-type toy effects. 


To capture the growing market for Juvenile Giftware the Wm. Rogers & Son division of International 

presents (A) Popeye silhouette for knife, fork and spoon. (B and C) Popeye pull-carts for one and two 

pieces. (D) Display for Kiddie Cups, each housed in a rigid transparent container. (E, F and G) Rigid 

transparent gift boxes with boxboard bases and red corner-edging. (H) Wooden chick designed to hold 
spoon, fork and napkin 
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The Dresden and Stratford boxes, left to right respectively, are shown in the top row. From left to right, in the lower 

row are the Sutton, Band and Star boxes. As may be seen, the box covering and lining papers used harmonize in each 

case with the colors of the merchandise. Color plates have been furnished through the courtesy of Cannon Mills, In- 
corporated, as well as the sketch reproduced on this page 





| PRODUCT AND PACKAGE FORM GIFT UNIT 
| IN NEW CANNON MILLS ENSEMBLES 


> 
> 


CANNON MILLS have been a thorn in the side of some of their less progressive competitors 
for many years—simply because the company has had the good fortune or the acumen to 
anticipate trends to such an extent that its success forces others to follow willy-nilly. Among 
the first to sponsor colored towels, modern designs, ensembles and half a dozen other innova- 
tions, Cannon has likewise been a leader in the packaging of textiles—most notably the pack- 
aging of gift sets of towels. 

The reasoning is simple enough. A towel—even a soft, fluffy Cannon towel—is just a 
towel and not a suitable gift at all. (We hope we'll be pardoned the heresy.) But, a colorful 
towel—matched to a set of equally colorful mates, in various sizes—begins to be something. 

The problem from the dealer's point of view (which Cannon has had the perspicacity to 
make synonymous with its own viewpoint) is here adouble one. First, how to present the group 
as a unit and thus insure securing the maximum possible sale. Second, how to present the 
unit as something commonly understood to be a suitable gift. é 

Both problems have, for several years, been solved by Cannon's method of packaging 
towel ensembles in beautiful, decorative, tasteful and—above all—ample set-up boxes. The 
box, of course, holds the group together, insuring the purchase of the group as a whole rather 
than of any partial selection from the group. And, with its detail, its delicacy of design, its 
smartness and its sturdy, over-size construction, the box likewise identifies the product as 
something which rightfully belongs to the special class of luxuries and semi-luxuries which 
are commonly accepted as forming appropriate gifts. 

Nor, indeed, has Cannon stopped there. Particularly notable in this year’s group of five 
new boxes, is the fact that the box covering and general design are carefully planned to set off 
the contents, thus insuring in advance the finest possible display in the store. Retailers may 
conceivably enhance the display of these towels. They cannot—short of removing them from 
the boxes—diminish their attractiveness in display windows or on counters. 

The five sets include towel assortments in all price ranges from one to ten dollars. Thus, 
they themselves vary from utter simplicity to the more complex construction required by the 
larger sets. The Star box, designed for sets retailing around the dollar mark, is a square box 
with a cherry-red base and a glazed cover of red and white stars set against a plain grey back- 
ground. The sets include one bath towel and two wash cloths so folded and ribbon-tied as to 
become an integral part of the package design. 

The Dresden box—retailing in the two dollar range—is a two-tray affair covered in an 
orchid pattern paper in a brilliant pink and blue on a white background. Here again, the 
towels—folded and ribbon-tied—form a part of the general unit design. 

The Sutton box—in the three to four dollar class—is a square, hinged lid affair with a 
platform to frame and support the folded towels. The cover, inside and out, and the platform 
are covered with a peach colored floral design on a white flint paper. The base of the box and 
the side-lining of the cover is in a peach colored flint paper to match the tone of the floral design. 

The Stratford box—a larger counterpart of the Dresden unit—consists likewise of a full- 
telescoping lid, covered this time with a white floral design on a peach background with white 
vertical trim. The base consists of five compartments, holding wash cloths, face towels and 
bath towels in a pyramid effect. 

Finally, the Band box, for the highest range, is an oval shaped unit with half-telescoping 
lid with its rich blue wrap carrying a simple design in red, white and grey bells with the same 
colors repeated in a rope design covering the band of the box-lid. 
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Abandoning former trade name and improving packages increased distribution and sale of a branded line of drug products 


AFRAID TO MAKE RADICAL CHANGES? 


by V. E. BAUMGARTEN* 


TO THOSE of us who attended the recent Packaging 
Show, and saw and heard about the radical improvements 
that are being made in all types of packages, it served as 
a challenge to improve our selling technique to the point 
where we would be able to convince more of our clients 
of the benefits to be derived through similar activities. 
Once a nationally known manufacturer becomes con- 
vinced a recommended change represents a real improve- 
ment, there seems to be little hesitation in its adoption. 
Yet, among those whose distribution is either local or 
sectional, fears and doubts of consumer confusion and 
subsequent loss in sales assail them, overcoming the po- 
tential advantages which so obviously would ‘‘earn their 
keep’’ with increased sales and greater satisfaction to 
manufacturer, distributor and ultimate consumer. 

The final test of any package's adequacy seems to be 


* Sales promotion manager, Wurzburg Brothers. 
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clearly indicated by a study of its performance, as re- 
corded by the sales ledger, in comparison to its potential 
marketing opportunity. Many and many a package 
which, at the time of its introduction was ‘‘a perfect 
darling,’’ has over the years been more and more rele- 
gated to the discard by the buying public which is be- 
coming more package conscious and critical every day. 
Forcing distribution, through increased salesmen, re- 
duced prices, advertising and other promotion, may tem- 
porarily succeed, but since they cost money and bring 
about no lasting benefits in so far as the basic cause is con- 
cerned they are not economically sound. The remedy is 
to be found only through constructive product and 
market research, with the adoption of correct principles. 
Such a procedure will bring higher returns than similar 
expenditures on expedient measures, as well as increasing 
the effectiveness of other promotional media used to en- 


courage sales. (Continued on page 137) 














ENTRY 
BLANK 


for the 193] 
ALL-AMERICA 
PACKAGE 


COMPETITION 


Sponsored by 


MODERN 
PACKAGING 














paper boxes, 





used primarily as shipping containers. 





READ CAREFULLY EXPLANATIONS OF CLASSIFICATIONS 


ability to promote the sale of merchandise. 


TEAR HERE 


If you have any doubts as to the classification 7. Plastic Containers: All containers primarily 14. Bags and Envelopes, Transparent: All trans- 
of your package or packages, use this guide be- made of molded or cast plastics and pri- parent bags and envelopes. 
fore filling in the entry blank on the opposite marily used as containers. 
page. There are twenty groupings. Unless you (Plastic Displays, see Nos. 9-10.) 15. Wrappings, Opaque: Includes paper, foil, 
enter your package in the proper group, judg- waxed paper and other types of opaque 
ment will be hampered and the possibility of its 8. Machinery and Equipment: Installations of wrappings. 
receiving a reward greatly limited. packaging machinery made during 1937. 
Submit detailed floor plans, photographs of 16. Wrappings, Transparent: Includes all types 
1. Folding Cartons: All types of folding paper installation and samples of package. of transparent cellulose wrappings. 
or boxboard packages, except those used 
primarily as shipping containers. 9. Displays, Counter, floor or shelf: Irrespective 17. Labels and Seals: Types used for standard 
of type or material if primarily designed for cans or bottles. If container is of a special 
. ae 4 ollapsible Tubes: All metal tubes. se indicated. design, enter package under one of the con- 
(Cellulose tubes should be included under , tainer groups. 
No. 20.) 10. Displays, Window: Irrespective of type or 
material used if developed primarily for ; ; oe 
: P P 18. Closures: Special design closures for specific 
3. Fibre Cans: All fibre-bodied cans, whether window display. Submit actual displays or 
; : purposes should be entered here. Does not 
USING fibre or other types of tops, bottoms or photographs. ‘ 
: include standard stock type closures. 
ciosures, 
11. Shipping Containers: Irrespective of type 
4. Glass Containers: Bottles, jars, vials and and material used if designed primarily os 19. Transparent Containers: Rigid and semi-rigid 
other types consisting primarily of glass. a shipping container. Includes corrugated containers made of cellulose or cellulose 
(( 71ant bottles, etc., used for display, see and solid fibre boxes, wooden boxes, paper derivatives. 
Nos. 9-10.) and fabric shipping bags, etc. sore ; 
20. Miscellaneous: Classification not included 
5. Metal Containers: Cans and boxes, whether ; G ) F elsewhere, but try to find a suitable division 
12. Family Group. Groups of three or more ¥ 
plain or lithographed, if used primarily as packages bearing a close family relationship first! 
containers, in design or branding. Includes only groups 
. . | ; ie 
(Metal Displays, see Nos. 9-10.] using various types of containers —i.e., 0 It should be clearly understood that these classi 
range of cartons would fall under No. |. fications are made as a means of group division 
6. Set-up Paper Boxes: All non-collapsible types and to facilitate judging. Each entry will be 
of paper boxes, including cloth, fabric and 13. Bags and Envelopes, Opaque: All non-trans- judged in its entirety, taking into consideration 
leather covered boxes primarily made as parent bags and envelopes except those all of the inherent factors which determine its 



































The attached label is for your con- 
venience. Please fill out with return 
address 


ALL-AMERICA PACKAGE COMPETITION 


TENTH FLOOR 
425 FOURTH AVENUE, NEW YORK, N.Y. 


Taliavanelale melt: 






BROUP D.....5..0500500080s sak 









it Name of package submitted. 







59 Name and address of product manufacturer using package. 






ia) Name and address of designer of package. 

















© Manufacturers (of package materials) contributing to any part of package assembly (use 
back of page for additional names). 





ay Manufacturers of machinery or equipment used in filling, sealing, labeling, etc., of pack- 
, age (use back of page for additional names). 
FU ECE SCE SSOCEOSOCE SESS OES SSSCSOSOCOOCOOE SCO SE OSCE OCOCOOEOCOOOS COSCO SCOCOOCOSSOSSSOSE OO SESO SOOO SSSCEOCOSOEOOOOIOE 
© Please include on the reverse side of this sheet or on a separate sheet, a summary of 
approximately two hundred words in which will be stated the aims and objectives of the 
' submitted package, what was sought and how accomplished, with, if possible, a state- 
ment of the sales resulting from the adoption of the package. 


SUPPLY ADDITIONAL INFORMATION CONCERNING EQUIP- 
MENT OR MATERIAL SUPPLIERS ON REVERSE SIDE OF SHEET 


la 
(oe IMPORTANT—Please indicate here with a 


check mark the container group in which you 
wish the package to be entered and also place 
group number on shipping label attached. 


[] 1. Folding cartons 6. Set-up Paper boxes [] 11. Shipping containers [] 16. Wrappings, Transparent 





( 2. Collapsible tubes 7. Plastic containers [] 12. Family group [] 17. Labels and seals 


[] 13. Bags & envelopes, 


8. Machinery & equipment* 


O 
O 
‘= C] 18..Closures 
O 


NO ENTRY FEE REQUIRED 


[) 3. Fibre cans Opaque 
9. Displays: Counter, floor [] 19. Rigid transparent (cellulose) 
[] 4. Glass containers er shelf C] 14. Bags & envelopes, tai P 
Transparent Comrerners 
[] 5. Metal containers [] 10. Displays: Window [] 15. Wrappings, Opaque [] 20. Miscellaneous 












* This group will include any complete or partial equipment installation which has been made during the year. Entries for this classification must include samples 
of the actual packages, also photographs and production figures relating to the particular installation which is entered. 









All entries must be confined to those packages or display units (dis- Any number of different packages may be submitted by the above 





play containers with accompanying packages) which have been companies. 






placed on the market during the year 1937. 





Contest closes December 18, 1937. There is no entry fee but it is 











Entries of packages for the competition may be submitted by the 






understood that all packages are to be submitted complete with con- 
tents, and will remain the property of MODERN PACKAGING to be 
placed in the permanent exhibit of packages maintained at its offices, 


425 Fourth Avenue, New York City. 






following: 






A. Manufacturing companies making use of such packages. 







B. Material manufacturing companies who have furnished any com- 






ponent part of such packages. 






C. Machinery manufacturing companies who have furnished equip- The winning packages will be announced in the February or March, 
ment for the assembly of such packages. 1938 issues of MODERN PACKAGING, and the awards will be 
D. Package designers or organizations responsible for the sub- made concurrent with the Eighth Annual Packaging Conference and 





mitted designs. Exposition 


NOTE. Please include on this sheet a summary of approxi- 


mately 200 words in which will be stated the objectives of the submitted 
package , what was sought and how accomplished, with, if possible, 


a statement of the sales resulting from the adoption of the package. 


SUBMITTED BY 
ADDRESS 
SIGNED BY 


DATE 


THE 1937 ALL-AMERICA PACKAGE COMPETITION 


SPONSORED BY 


MODERN PACKAGING 


BRESKIN & CHARLTON PUBLISHING CORPORATION 
425 FOURTH AVENUE, NEW YORK, N.Y, 











THE 1937 
ALL-AMERICA PACKAGE COMPETITION 


The All-America Package Competition has, in a natural process of growth, changed its 
form—though not its purpose—from time to time. 


Certain basic principles have governed it, however, since its inception. Foremost 
among these has been judgment by an independent and representative board of authori- 
ties. . Independent of any outside influence, they serve without fee and with complete free- 
dom of choice. Representative of art, industry, merchandising and the consumer, their 
joint judgments truly reflect a package’s worth from a complete and rounded viewpoint. 


Unrestricted entry has been the second guiding principle of the competition. Any- 
one connected with the creation of a new package, display or machinery installation may 
make entry, without charge or fee, and without restriction as to the number of such entries. 











It started 


Who sponsors it? 


Who judges it? 


Who may enter? 


What may be entered? 


Any restriction on entries? 


What rewards for the winners? 


Are there any charges? 


How are entries made? 


When does the contest close? 





On these two stout supports, the competition has become truly an All-America 
Competition—encouraging the improvement of packaging and display standards 
within the package-using industries and interpreting through publicity, traveling 
exhibits, sound movies, etc., this improvement to the general public and industry 


at large. 


For 1937, as in years past, the publishers of Modern Packaging extend a cordial 
invitation to all and sundry to participate in making this, even more than before, the 
ALL-AMERICA Package Competition. 


in 1931 with 27] entries, twelve prize winners. It has grown each year, the num- 
ber of entries in the last competition being over 1300! 


The competition has, since its inception, been under the sponsorship of Modern 
Packaging which underwrites all expenses involved in the classification of entries, 
the judging of the winners, the publicizing of the awards, the traveling exhibits of 
the winning packages, the cost of awards, etc. 


A board representative of the viewpoints of consumers, advertisers, designers, 
packagers, etc., who serve without compensation and work without restriction. 
See the page opposite for details of the 1937 judges. 


Entry is open to all designers, package suppliers, machinery manufacturers, pack- 
age-using firms and others responsible for the creation of the package or display. 


Any package, display or illustration of packaging machinery installation which 
reached the market (or entered production) during the calendar year 1937. 


Any firm or individual may enter any number of packages, displays or machinery 
lines falling within the single limitation mentioned above. 


First: the All-America Award Trophies—gold, silver and bronze to the first, second 
and third choice in each classification. 


Second: a distinction which most prize-winners have capitalized—to both con- 
sumers and dealers—via every possible advertising channel. 


Third: publicity for product and maker through articles and pictures in hundreds 
of journals, newspapers, moving pictures, traveling exhibits, etc. 


There is no entry fee nor any other charge whatsoever upon either entrants or prize- 
winners. All expenses are borne by Modern Packaging. 


Via the entry blank to be found in this issue of Modern Packaging. One blank re- 
quired for each entry. Additional blanks may be secured on request. 


Last day for entries is December 18, 1937. Judging takes place immediately there- 
after. Announcement of the awards will be made in the March, 1938, issue of 


Modern Packaging. 
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VAUGHN FLANNERY, representative of the 
designer in packaging, now serves his fifth term as 
All-America judge. Vice president in charge of 
design, Young and Rubicam, Mr. Flannery has won 
distinction as an advertising executive as well as an 
equally meritorious reputation as a package stylist. 


WILLIAM M. BRISTOL, JR., representing 
the viewpoint of those concerned with the production 
phases of packaging, has served as All-America 
judge since 1932. As vice president in charge of 
production of the Bristol-Myers Company, he has 
earned an enviable reputation as a production execu- 
tive whose horizon of interest extends far beyond 
the confines of his immediate company activities. 


GEORGE R. WEBBER, likewise a veteran All- 
America judge, serves Standard Brands in charge 
of all package development activities. An able en- 
gineer, his knowledge of package materials and their 
use in production and marketing has proved of 


invaluable aid in previous All-America competitions. 


LITA BANE, Professor of Home Economics and 
head of that department at the University of Illinois, 
joins the All-America board this year and will repre- 
sent the consumer's viewpoint. Miss Bane has been 
associate editor of the Ladies’ Home Journal and presi- 
dent of the American Home Economics Association. 


H. W. BRIGHTMAN, vice president of L. Bam- 
berger and Company, likewise serves his first term 
as All-America judge, bringing to the board a twenty- 
six year background of retailing experience. Mr. 
Brightman is chairman of the Steering Committee of 
the National Consumer-Retailer Relations Commitee 
and is actively connected with the National Retail 


Dry Goods Association. 











The “cow age’’ was once so called by designers because no carton of butter was 
complete without vari-colored pictures of healthy cows. Note the chaste, simple 


JM MAST CREAMERY CO. 
BEWARK strc 





yet effective new cartons in the foreground 


PARAFFINED CARTON DESIGN PROGRESS — 


hy W. A. RIKE* 


IN BYGONE DAYS, the distance between the faithful 
cow and the consumer, in many cases, was but a few 
steps from the barn to the house. Packages and package 
designers were unneeded, unheard of. But when the cow 
moved further away from the consumer and vice versa— 
with resultant commercial ice cream plants and cream- 
eries, packaging became important—but only function- 
ally so. 

Protection of the products—ice cream and butter—was 
the only problem involved. Paraffined paper box board 
supplied this answer—and it’s still doing a good job. 
However, it was soon recognized that the space on the 
outside of the packages could be utilized as a means of 
identifying the maker of the product. One and two color 
printing was employed, but it would be generous to say 
that any real semblance of package design had yet made 
its appearance in this field. 





From plain type-set imprints, progress in improved 
appearance was painfully recorded by such embellish- 
ments as type-set borders—and subsequently hand- 
lettered trade names and hand-drawn fancy borders. 
These were the laborious growing pains of a new field of 
package design that only faintly presaged the feverish 


*Art director, The Menasha Products Company. 
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activity which improvements in the printing arts were 
soon to unleash. 

Along about 1919, The Menasha Products Company 
was developing and pioneering the printing of three- 
color process engravings on box board—a significant 
step forward. With this, ‘‘advertising value’’ or ‘‘sales 
appeal’’ of paraffined butter cartons and ice cream pack- 
ages became as important as protection of the product 
and identification. 

At first, the resulting designs were cows—beautiful, 
liquid-eyed, sad-faced cows—from one to many of them 
on every butter carton! Resplendent in three colors and 
in the company of the ‘‘founder’s whiskers’’ as well as 
the ‘‘picture of the plant,’’ it looked as if the cow would 
be a permanent fixture in butter carton design. It was 
indeed the ‘‘cow age.”’ 

And, ice cream cartons? Well, what the cow was to 
the butter carton, the Neapolitan, three-flavor brick of 
ice cream was to the ice cream carton. This time- 
honored picture lasted a long time and remained on ice 
cream packages even after the three-flavor brick had left 
the market! 

However, the important thing to note is that process 
printing on box board opened the door to illustrative 
and pictorial designs. But so-called ‘‘package design- 
ers’’ were still unknown. Artists were chosen for their 























ability to ‘‘paint pictures.’" The swing from the plain, 
homely and printed carton to the elaborate, highly 
colored, pictorial package, in those years of increasing 
profits, was rapid. So far as dairy products were con- 
cerned, this was the first major step in the development 
of package design. 

Meanwhile, the general field of packaging had been 
working its way into the merchandising world as an 
industry in itself. It grew in prominence, and was a 
source of income not only for the manufacturer of the 
package material but for the user as well. Better pack- 
ages created more sales. 

‘‘Modernistic’’ art in packaging—that period of fan- 
tasy which came and left in its wake many constructive 


features—emphatically influenced butter and ice cream 
cartons, as well as other packaging. A few years before, 
users of paraffined cartons had found a good thing in 
profusely illustrated packages and were reluctant to 
change. However, partially due to the new era in de- 
sign and partially because nearly all paraffined packages 
began to look alike, the changes to more up-to-date de- 
signs were made. 

Today we have ‘‘modern packaging design technique.”’ 
In the paraffined carton field, this embraces not only good 
design—strong, simplified, functional design—but good 
merchandising as well. The packages are now more 
convenient, such as the linerless ice cream cartons, and 
easier to open. Designers have (Continued on page 135) 


Below, left: ‘“Before’’ and “‘After’’ ice cream cartons. The new package easily identifies its contents 
and maker by legibility and visibility. Below, right: A few years ago, pictures galore characterized 
ice cream cartons. The new carton in yellow, red and blue needs no city sky line nor water front to 
carry its impression of goodness and identification. Bottom: Note the absence of unnecessary ma- 
terial in the four designs on the left as compared to their fussy unimpressive predecessors on the right 
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PLASTIC BOXES FROM STOCK MOLDS 


SHEET FOURTEEN 


Compact traveling items and make-up kits which can . Cream jar 1 in. diameter with screw cover 1/4 in. high 

be conveniently carried in the purse can be obtained 

from stock molds. Interested executives should use 

company letterhead specifying both sheet and item 
numbers when writing for samples. 


1-1/2 in. overall height. Holds 1/4 0z. Coltrock lined 


Cream jar 1-1/2 in. diameter with screw cover 3/16 in. 
high. 7/8 in. overall. Holds1/80z. Coltrock lined 


104. Make-up kit molded in five separate sections holds lipstick, 
rouge and powder. Each part is threaded to screw tightly 
closed and the case is compact to carry ina handbag. Top 
has debossed design and is 1/8 in. high. Lipstick holder is . Paste rouge or mascara container 1/4 in. deep inside and 
5/16 in. deep inside. Rouge and powder sections 11/16 5/16 in. diameter. 3/8 in. overall height. Screw 
in. deep inside, while base is 1/8 in. The case is about threaded closure provided 
9-3/8 in. overall 


105. Removable cover protects this eye cup from dirt and scratches . Rouge jar 2-3/16 in. diameter and 1/4 in. deep inside. 
and makes it a handy traveling accessory. 1-5/8 in. in 1/2 in. overall; screw closure. Phenolic base and urea 


diameter and 1/2 in. high. Made in black or light colors top with indentations as shown 
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Drinks never taste thin 


with Gordon's Gin 


BIOLITE tubes demonstrating dis- 
tilling action. 





BIOLITE sign combined with 
counter dispenser. 
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ews / 


i make best use of “‘high spot”’ locations -to take full 
advantage of the largest sidewalk and store circula- 
tions—to secure the coveted cooperation of retailers in 
the higher brackets—to serve as a most effective “dealer 
premium” to put over merchandise deals, Einson-Free- 
man now presents another potent ‘“‘PLUS” to national 


advertisers. 


By exclusive arrangement with Biolite Inc. under U. S. 
Patents No. 1,503,546; 1,603,535; 1,856,098; 1,972,155; 
2,031,409; 2,031,416; 2,036,032; 2,041,135; Einson-Freeman 
adds to Direct Color photography reproduced by Deep- 
Etch Offset another ‘“‘Einson-Freeman exclusive” — 


Lithography plus 


“Bubbling Aight” 
Anyone who has seen the Lucky Strike or Dr. West signs 
cannot deny the high attention value of this light that is 
constantly alive and in motion. But to realize the full 
possibilities of this ‘‘plus”’ for demonstrating a process 
(as in the Gordon Gin “‘back bar”’ display) or putting the 
product in action, let us analyze your display problem 
and see how Biolite can be added, at less than the previous 
high cost of “‘flowing light’? devices, to enable you to 
offer the ‘“‘something more”’ they demand to the top- 


notch outlets that are well worth it! 


EINSON-FREEMAN CO., ine. 
LEADERS 16 Display Lithotpaphy FOR 35 YEARS 


LONG ISLAND CITY, NEW YORK 


Pils eS ad 


Standard BIOLITE sign, with metal box and lighted letters. 






FINSON-FREEMAN PRESENTS 








BIOLITE tubes animating arrows, 




























In the July issue of MODERN PACKAGING appeared a 
survey of hardware packaging, of the conditions met by the 
package in transit and warehousing, of the dealer preferences 
in regard to packaging and, finally, a portfolio of suggested 
redesigns of present hardware packages. The survey is con- 
cluded in this issue with a report on dealer preferences in 
regard to displays, and a pictorial survey of current develop- 




















How The Investigation Was Made 


Questionnaires were sent out to one thousand 
retailers selected at random from the subscrip- 
tion lists of Hardware Age, a publication 
reaching the retail hardware dealer. The 
stores were located in the states of Maine, 
Vermont, New Hampshire, Massachusetts, 
New York, Pennsylvania and Maryland. No 
special type or size of store was selected, 
though—as subscribers to a business journal— 
the storekeepers may be expected to have 
included the more progressive merchants. 


No premium, gift or monetary reward was 
offered or implied for return of the question- 
naire. Pre-paid business reply envelopes 
were enclosed with a short letter of explana- 


ments in the field in both packaging and display 


A Survey Conducted by Modern Packaging’s Institute of Package Research 


tion. A total of two hundred and fifty answers 
were received (25 per cent) within one week 
of the original mailing date, after which 
additional scattering returns were discarded. 
This return is a rather unusual percentage for 
a survey of retailers, indicating a high degree 
of interest in the subject of package improve- 
ment among hardware retailers. 


Nine questions—with additional subdivisions 
—were asked in the questionnaire form, and 
over ninety-five per cent of those answering 
the survey replied to each question. 


Percentage of Display Material Used 


Question 1 asked, ‘““How much of the display 
material you receive do you use?’ Four 
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possible answers were suggested (see Chart 1) 
of which “‘Use all of it’’ received 59 votes, 
“Use most of it’’ 154 votes, ‘Use little of it” 
37 votes and ‘Use none of it’ only 1 vote. 
Allowing for a slight excess of enthusiasm on 
the part of those who claim to use all display 
material received, the evidence indicates a 
preponderantly strong receptivity on the part 
of almost all dealers for displays. 


Number of Displays Used at One Time 


Question 2 asked, “How many counter and 
shelf displays, supplied by manufacturers, are 
you using at the present time?’ Five sug- 
gested answers were provided, ranging from 
‘90 or more’ down to “‘less than five.” The 
largest group indicated a usage of between 
10 and 15 displays, but all groups, except the 
“less than five’ category, received almost an 
The average indicated by all 
(See Chart 2.) 


equal vote. 
voters stood at 13.5. 


Use of Window Display Material 


Question 3 asked, ‘Do you use window dis- 
play material supplied by manufacturers for 
entire window, included with other items, 
only occasionally or never,’ the retailer being 
given the choice of either of the four answers. 
Two retailers report complete avoidance of 
manufacturer-supplied material and 34 use it 
only occasionally. Of the vast majority using 
manufacturer-supplied window display mate- 
rial, 131 indicated a preference for unit dis- 
plays that could be used in conjunction with 
other displays or merchandise, while 118 used 
display material for entire windows. While 
there is some overlapping of answers on this 
question (the total of all answers exceeds the 
total of questionnaires returned) two obvious 
conclusions can be drawn with certainty. 
First, there is an eight-to-one or better accept- 
ance of manufacturer-supplied displays. Sec- 
ond, most manufacturers will do well to 
eschew the window dominating display which 


CHART 


1. How much of the display material you 
receive do you use? 





CHART 


2. How many counter and shelf displays, 
supplied by manufacturers, are you using at 
the present time? 





CHART 


3. Do you use window display material sup- 
plied by manufacturers? 





CHART 


4. Do you use any motion displays? For 
what products? 





CHART 


.. Do you use any lighted displays? For 
what products? 














CHART 6 
» Are motion or lighted displays effective 
with your trade? 
CHART 7 
» Do you prefer permanent (wood or metal) 
displays or changeable (printed, cardboard, 
etc.) ones? 
CHART 8 
» Could you sell more of any special kinds 
of products if you were given good displays? 
What products? 
CHART 


9. Do you ever buy or pay part of the cost of 
a window or counter display? 





























09 


194 


3] 








Use all | get Use most of it Use a little of it Use none of it 
90 or more 15 to 20 10 to 15 5 to 10 Less than five 
For entire window | Included with other Only occasionally Never 


items 





. 


10 


(See Table 1 
for products) 





184 


v2 


No 


(See Table 2 
for products) 





63 


122 


1 


1 











Extremely Worth the light or Not effective enough Worthless 
electricity 
Permanent Changeable Both 
| 12 34 g (See Table 3) 
Yes No Perhaps 





141 


10 
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TABLE 1 


Paint (28) 
Valspar (3) 
Sapolin (3) 
Sherwin-Williams (1) 
Sheffield Nu-Way Varnish (1) 
Devoe (1) 
Murphy's Da-co-to Enamel (1) 
Dutch Boy Lead (1) 
Refrigerators (12) 
Electrolux (1) 
Leonard (1) 
Kelvinator (1) 
Norge (2) 
Electrical Supplies (1) 
General Electric (4) 
Eveready Products (15) 
Batteries (1) 
Electric Clocks (1) 
Lamps (3) 
Mazda (2) 
Westinghouse (2) 
Radio (3) 
Zenith (1) 
Tools (4) 
Atkins Saw (1) 
Kraueter Pliers (2) 
Black Diamond Files 
Nicholson Files (1) 
Pumps (2) 
Carpet Sweepers (1) 
Fishing Tackle (1) 
Toys (1) 
Lawn Mowers (1) 
White Star Ranges (1) 
General Motors Products (1) 
Cutlery (1) 
Polishes (1) 
Fioor Cleaner (1) 
Congoleum (2) 


TABLE 2 


Paint (43) 
Sherwin-Williams (5) 
DuPont (1) 

Devoe (3) 

Valspar (2) 

T. H. Nevin (1) 

Lowe Bros. (2) 

Murphy's Paints (1) 
Refrigerators (22) 

Kelvinator (1) 

Leonard (1) 

Norge (1) 

Crosley (1) 
Electrical Appliances (6) 
Fuses (1) 

Flashlights (4) 

Eveready Products ,(8) 

Electric Lamps,(13) 

Mazda (15) 

Westinghouse (5) 

Bulbs (7) 

Tools (3) 

Nicholson Files_(1) 


Garden Tools (1) 
Garage Tools (1) 
Power Tools (1) 
Radio (4) 

Zenith (1) 
General Ejiectric_(14) 
Oil Burner (1) 
Tappan Stoves (1) 

Ranges (5) 

Glass (1) 

Sporting Goods (1) 
Sparklets (1) 

General Motors Products (1) 


Seeds (2) 
Ammunition (1) 
Wooster Brushes (1) 


TABLE 3 


Any Products (39) 
Hardware (6) 
Tools (13) 

1900 Washers (1) 
Hand Tools (1) 


Axes (1) 

Garden Tools (1) 
Paints (9) 
Ranges (2) 

Universal (1) 
Electrical Appliances_(2) 
Refrigerators (2) 
Household Goods (3) 
Pyrex Ware (1) 
Enamel Ware (1) 
Aluminum Ware (1) 
Cutlery (2) 

Lawn — (2) 


Washing Machines (1) 
Polishes (1) 
Wall Paper (1) 


excludes the use of other items in the 
same window, in favor of smaller units, 
leaving the ‘entire window’ field to 
those firms whose promotion effects can 
be certain of acceptance either for whole 
windows either because of seasonal 
factors, the size of their lines or other 
elements. (See Chart 3.) 


Use of Motion Displays 


Question 4 asked, “Do you use any mo- 
tion displays? For what products?” To 
this, 119 answered in the affirmative and 
108 in the negative. (See Chart 4.) 
Of those answering in the affirmative to 
the first part of the question, the majority 
also answered the second part. Table 1 
lists these answers. Note that many 
listed not merely classifications of prod- 
ucts, but actual brand names. In such 
cases, the numeral after the classification 
(indicating the number of times reported) 
includes all the brand listings beneath. 
In conjunction with these reports on 
brands, it is interesting to note that the 
displays used by Eveready received more 
than three times the number of reports as 
those of the General Electric Company. 
Some answers obviously are due to some 
misconception on the part of the retailer 
involved, as for instance the two answers 
reading ‘Hardware,’ which are reductio 
ad absurdum. None, however, have 
been changed, for obvious reasons. 


Use of Lighted Displays 


Question 5 referred to lighted displays 
in the same phrasing as used in Question 
4. The answers showed a far more 
preponderant use of and favor for lighted 
units, 184 answering in the affirmative 
to but 52 in the negative. (See Chart 5.) 
Table 2 indicates the types of products 
and the brand names mentioned in con- 
junction with this question. 


Effectiveness of Motion or 


Lighted Displays 


Question 6 asked, “Are motion or 
lighted displays effective with your 
trade?’ The vast majority of answers 
were in the two categories ‘Extremely 
effective’ and “Worth the light or 
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electricity,” while fewer than one- 
seventh of the retailers answered under 
“Not effective enough” or “Worthless.” 
(See Chart 6.) An examination of the 
postmarks on the questionnaire envel- 
opes indicated no difference in the 
relative proportions answering each 
division of this question as between 
small-town and city stores. 


Question 7 sought to find out whether 
any preference existed as between 
‘Permanent’ (wood and metal) displays 
and ‘‘Changeable”’ (printed, cardboard, 
etc.) displays. The vote went slightly 
over two-to-one in favor of the change- 
able display (see Chart 7); but this 
should by no means eliminate the per- 
manent unit, particularly for such staple 
products as electric lamps, rope, etc., 
which sell in all seasons of the year. 


Desire for Displays for 
Special Products 


Question 8 asked, “Could you sell 
more of any special kinds of products if 
you were given good displays? What 
products?’ To this the retailers gave a 
vote of slightly over three-to-one in the 
affirmative (see Chart 8) and listed 
classifications and specific brands (see 
Table 3) which, in their opinion, could 
profit by more extensive display efforts. 
lt need not be pointed out that this. 
presents an extremely unusual situation 
as compared with, let us say, the grocery 
field, where so many displays are offered 
that the average grocer cannot possibly 
accommodate even a large fraction of 
those supplied. 


Payment for Displays 


The hardware field, because of the 
stability of its wares and the tendency 
toward longer use of any given display 
unit, is ideal for the more elaborate and 
permanent type of cooperative display 
(see the portfolio of displays that fol- 
lows) and it is therefore not unexpected 
that, in answer to Question 9, ‘Do you 
ever buy or pay part of the cost of a 
window or counter display’ dealers 
should have answered in the affirmative 
in the ratio of almost three-to-two. 


(See Chart 9.) 














A GALLERY OF HARDWARE PACKAGES 


To present a complete picture of the status of hardware ‘packaging 
would not be possible were we to restrict ourselves to the illustra- 
tion of packaging-anachronisms, no matter how predominant they 
may be numerically. We therefore show, on the following pages, 
a series of better-than-average hardware packages, leaving it to the 
reader to judge the general level from the evidence presented. 
Some, indeed, are packages that would be outstanding in any field. 
Others stand out merely by comparison. Each, however, indicates 
some stage in a progressive development toward the use of packages 
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Favorite container of the hardware trades is the 

folding carton. Favorite display is the same 

carton equipped with a panel-fold display lid. 
Two typical examples are here shown 





Many small hardware parts and, of course, a large part of all liquid products are can-packaged—often in 
containers of ingenious construction. Design, however, is far behind the general standards of the can 
using industries. Cans shown are made by the Continental Can Company 


Hardware’s favorite, the folding carton, is here shown in various stages of its transition from mere container 
to informative, displayable, sales-making package. Top right: A group produced by the National 
Folding Box Company includes one of the 1890 ‘“‘fretwork”’ vintage, one with admirable photographic 
product-picture. Second row, left: A group of cartons by the Campbell Box and Tag Company with the 
particularly praiseworthy Anaconda job in the foreground. Second row, right: Four cartons by the 
Trenton Folding Box Company utilizing finely defined line work to achieve photographic accuracy 


Printed solid-fibre sleeves and cartons have recently been widely adopted to ship and service coiled wire 
screening. This one is produced by Robert Gair Company, Inc. Advantages: dustless, no uncoiling. 
Typical of the best of the Metal Edge boxes, widely used for most compact, heavy items, are these Simonds 
Steel Rule containers whose jaw-like hinged ends permit easy access to the contents 








Top, left: A group of cartons and counter-display containers produced by the Sutherland Paper Company. 
Note particularly the emphasis placed upon words descriptive of the product or its use, an essential in 
the hardware store where twenty-five thousand items compete for attention. Top, right: Before and 
after the makers of Holland tacks decided to use cellophane windows. Both cartons by Sutherland. 
Note that window demonstrates not only size and type but full-measure as well. While use of the 
cellophane window would be no innovation in most other fields, this particular carton has elicited 
much surprising and favorable comment from many factors in the hardware field 


Bottom, left: A group of automotive replacement-part cartons produced by Campbell Box and Tag 
Company. Note the use of photographic illustrations to simplify inventory, reduce product handling 
and package-opening. Bottom, right: Foil cartons and small displays are increasing in favor, being 
particularly appropriate for bright metal products. The two shown are produced by Reynolds Metals 
Company for a manufacturer of devices sold both in stationery and hardware stores. It is significant 
that many of the best hardware packages are used by manufacturers selling through other outlets as well 
and presumably influenced by a more acute demand for better display in these other fields 
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Printed cellulose wraps, by Shellmar Products Company, protect and identify Hotpoint heating pads 


The problem of protecting metal tools while permitting their examination has been ‘Number 1 Headache” 
for many hardware manufacturers. The Hyde Manufacturing Company displays its scrapers in cellophane 
wraps, printed in one color and shipped in a Metal Edge display box 


Greater attention is being paid to the element of convenience in use. Witness this Owens-lllinois 


wide-mouth lubricant container. 


Shipping grouped parts has always troubled hardware men. One solution is the die-cut folding carton— 
replacing a two-piece telescoping box—produced by the Owens-Illinois Pacific Coast Company. 


The shipping container boasts display utility 


Before and after pictures of a gardening tool container produced by the Richardson-Taylor Globe 


Corporation. Note how—at no extra cost—display value has been provided by the new package 








Top, left: Nail boxes are being dressed for display. These two-piece boxes are produced by National 
Folding Box Company for the Capewell Manufacturing Company 


Top, center: Sound design and attention to display and merchandising values has found its way into 
hardware stores through the medium of a number of nationally advertised household products. Notable 
among these,.O-Cedar Furniture Cream, in bottles by Owens-Illinois 


Top, right: Before and alter in the redesign of the tight-wrap for Dic-A-Doo paint cleaner. Many are 
the hardware items that could profitably eliminate over-long type messages 


Below: The wide variety of problems presented in hardware packaging offers a challenge to the package 
designer. Note, for instance, how Certain-Teed Products Corporation uses a Gardner-Richardson- 
produced display to demonstrate wallboard samples, labeled with a descriptive booklet. Note also 
the ingenious plaster testing kit, in which the bottom of the kit becomes a mixing trough 
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The hardware industries and the methods and nature of 

















hardware retailing make for an extensive usage of many 
types of display. Thus the display standards of the field have 


progressed, in general, to a far higher level than have its 


packaging standards. Herewith, MODERN PACKAGING 





presents a collection of better-than-average displays with 


caption commentaries. 


It should be noted that no paint, paint brush or electric lamp 
displays are shown—not because they do not exist or are 


not on a high level of development, but rather because 





MODERN PACKAGING has frequently treated and illus- 


trated the first two categories, and intends to go extensively 









into the last in an early issue. 







Ingenuity finds fertile ground in dealing 
with the unusual shapes and materials of 
hardware. Thus, in this ingenious display, 
a die-cut, folding pylon is fitted into posi- 
tion between the two buttoned-together 
layers of the die-cut display base. A set-up 
type cover tops the display. Regrettable 
is the crowding of all sales information on 
only one third of the available display 
space 












Top, left: One of a series of lithographed displays by Oberly and Newell Corporation for Easy-Aid 
kitchen tools. This unit demonstrates the advantages of a dish-holding device, gaining dealer appeal by 
its ability to display dishes at the same time. Top, center: Hundreds cf items not to be classified as 
hardware under any stringent ruling are yet to be found in most stores. These present special display 
problems, a typically successful solution being this unit—by Stecher-Traung Lithograph Corporation— 
to encourage impulse purchases of razor blades. Top, right: Bond flashlights are displayed in this two- 
piece, hexagonal, folding shipping and display container, planned so that dealers can turn the empty 
spaces out of sight as individual flashlights are sold. Designed and manufactured by Robertson Paper 


Box Company, Inc. 


Bottom, left: Getting the dealer to use the display is even more of a problem in the hardware trades 
than elsewhere. Acme Metal Goods Mfg. Company solves the problem by shipping its ice-picks in 
the display, which snaps instantly from folded to erect position when removed from the shipping carton. 
Bottom, right: Ingenious are the constructions chosen by The Millers Falls Company to display its tools. 
Wooden units hold saw-frames and scrapers. Planes are displayed against mirrored metal to show all 
surfaces. Small tools are marketed in baskets or on cards to encourage impulse buying 
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Top, left: Ingenious construction of this butcher knife shipping container permits instant conversion into 
a display unit with reserve merchandise reservoir in rear. Designed and produced by Robertson Paper 
Box Company. Top, right: One of a series of window-dominating displays for saws designed by 
W. L. Stensgaard & Associates, Inc., and used by E. C. Atkins and Company with marked success 


Second row, left: Manning-Bowman cord sets are sold in cellophane-faced cartons set into a six-box 
carrier carton equipped with automatic easel which snaps into place when protective sleeve is removed. 
Designed and manufactured by Robertson Paper Box Company. Center: All-America Award-winners 
are these Dole valve cartons designed by Harvey McGowan and Stuart Phillips and made by Container 
Corporation of America. Right: The triangular upper-portion of this display holds three open cans of 
paint. The shopper is encouraged to try painting. Created by Forbes Lithograph Company 


Bottom, left: This display demonstrates actual samples of manila rope locked in place between the front 
and back faces of the unit. Manufactured by Robert Gair Company. Center: Replacing kraft paper 
and excelsior pads, these Container Corporation cartons, are reducing deterioration while providing 
display. Right: Fishing reels, until recent years unpacked, are today neatly boxed for display 
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Top, left: Stanley chisels are shipped and displayed in this Dennison-designed and constructed set-up 
box, equipped with easel to slant the box eye-ward when placed in reversed box-cover. There is a 
natable tendency throughout the hardware field for manufacturers to utilize shipping packages as dis- 
plays. This is at times extremely successful, but more often results in compartments which reduce both 
the utility of the container and its display value 


Top, right: Larger items, particularly when available in a variety of sizes, color or styles, are often 
displayed on wire and sheet-metal racks. Those shown are made by Union Steel Products Company 


Bottom, left: Most ingenious large display of the year is the Plymouth Cordage Company's metal unit 
equipped with a measuring device whereby rope is drawn through the selling floor from reels located in 
the cellar. Sold to dealers on a guarantee of a 25 per cent sales increase. The company reports no 
instance of failure to equal the minimum sales guarantee 


Bottom, right: Hack saw blades of The Millers Falls Company are now packaged in these drawer-type 
boxes, equipped with drop-ends to permit easy access to contents 
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Top, left: In an unusually “backward” corner of the field, American Fork and Hoe Company has just 
presented dealers with these ingenious folding-carton display and shipping containers which hold one 
of the tools erect for easy examination. Designed and produced by Container Corporation 

Top, right: Five of many lighted displays used by manufacturers of hardware and related items and 
designed and produced by Reynolds Metals Company. Ingeniously folded and die-cut, the units house 
a small bulb which lights the letters against the background of metal foil 

Bottom, left: Tri-Pak Gun Kit, Inc., uses Reynolds Metal-foil sleeves and a display of similar material to 
present its three-piece product to hunters 

Center: Typical of many such permanent display units, is this table-type fixture made by American Can 
Company for Bowes polishing products 

Right: For counter or window corners, Forbes Lithograph Company has designed and produced this 
pyramid from which soars a carton of Sylpho-Nathol disinfectant 
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We developed this striking chain store sales unit 
for Whittemore Brothers Corporation. We can do the 
same for you. Call in a FORBES sales representative 
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DISPLAYS MAINTAIN PROFESSIONAL STANDARDS 


THE AMERICAN DRUGGIST has, within the past 
three decades, been beset with an ever-increasing number 
of problems relating to the conduct of his business. 
Perhaps one of the greatest of these problems has to do 
with convincing the public that, being a qualified 
pharmacist, he is in position to compound prescriptions 
—an almost lost art in a number of drug stores that 
have given greater attention to the vending of novelties 
as well as other products. 

This state of affairs has brought the American druggist 
to the realization that along with being a merchant he 
must also simultaneously ‘‘sell’’ his qualifications as a 
pharmacist to both the physician and the laity. There- 
fore, the pendulum of this business is most assuredly 
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swinging back to fundamentals—the practice of phar- 
macy as a profession as against the merchandising of 
bric-a-brac wares. 

To attain this enviable position as a professional 
pharmacist, the American druggist is today in dire need 
of outside assistance—the kind of assistance that will 
stamp him as a contributing factor to the well-being of 
the people in the community he serves. 

Therefore, among pharmaceutical manufacturers a 
technique of display advertising has sprung up that 
seeks to serve the needs of the modern-day pharmacist, 
as that pharmacist sees them! To this end Parke, Davis & 
Company, Detroit, Mich., recently announced a new 
and most unique professional pharmacy window display 
under the caption ‘Keeping Faith With the Immortals.”’ 

In an accompanying illustration is seen this new 
creation, consisting of ten pieces, which has been exe- 
cuted in thirteen colors. This offering tells both the 
medical profession and the laity that Parke, Davis & 
Company is keeping faith with the outstanding men of 


medicine—and, at the same time telling, by strong in- 


ference, that the pharmacist whose window carries this 
unit and whose store interior displays the sign, ‘‘We 
Dispense Parke-Davis Products,’’ likewise maintains the 
standards of his profession and of the medical fraternity. 

Producing a window display for a single product or 
group of products, the uses of (Continued on page 90) 
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DISPLAYS THAT “GLAD 
THE CUSTOMER 


IMPULSE SALES, it has been reported, often consti- 
tute two-thirds of the purchases made outside of neces- 
sities. Retailers know that display provokes an impulse 
sale because customers buy what they see. However, 
the retailer receives so many manufacturers’ displays 
that unless they are unusual or unique in some respect, 
he is apt to toss them aside. Advertisers have thus 
found that it pays to provide attractive life-size display 
models because they rate a considerable amount of floor 
space and command attention by their very size as well 
as appeal. The fact that advertisers use lovely ladies 
in displays probably dates back to the beginning of time 
when Eve tempted Adam with an apple. And when the 
models are in full color and startling in reality, retailers 
can often be depended on to give them space because they 
attract customers at the point of sale. 

Among the products successfully displayed by natural 
looking life-size models are: Bromo Seltzer, Wrigley’s 
P-Ks, Kodak cameras and films, Planters Peanuts and 
Morrell’s canned meats, in the manner shown by the 
accompanying illustrations. 

The display models are most effective reminders of 
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HAND” 


In addition, 
they have one particularly unusual feature in common. 
They all attempt to get an impulse purchase by offering 
the products to consumers by a mere gesture of the hand. 
In fact, the Kodak, Planters and Wrigley girls go a step 


these products, their uses and advantages. 


further. They carry no advertising or long sales mes- 
sage at all, simply rely on an inviting gesture to stimu- 
late a sale. 

Furthermore, these dramatic human-like models are 
not only attractive women but are modestly groomed. 
Their skirts are long, their neck lines high and their 
shoes conservative (with the exception of the Kodak 
bathing girl, of course). Thus they appeal to women 
as well as men. This is important because the products 
they sell are used and bought by both men and women. 

Although alike in many respects, close inspection will 
prove that each model is slightly different. For each 
one has been designed appropriately to suit the specific 
product to be sold. For example, the Bromo Seltzer 
model is a pretty nurse who stands behind a giant-size 
bottle of the product. She holds a glass of “‘Bromo’’ 
in her hand and promises a quick pick-up for headaches. 
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Many druggists are glad to use this display because 
customers cannot help but see it nor miss its meaning. 
The Bromo Seltzer nurse definitely ties up the product 
with its uses and advantages. 

On the other hand, the shapely Kodak girl wears a 
bathing suit which is not too extreme. She smilingly 
invites customers to buy a camera or films—as if to take 
her picture. Her very costume and gesture suggest— 
‘“Let’s take pictures at the beach.”’ 

The Wrigley P. K. display of chewing gum—without 
a word of advertising—suggests that all nice girls like 
to chew P-Ks. Obviously she thinks it is all right by 
offering you a pack. 
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meats. John Morrell & Company recently redesigned 
its entire line of canned meats and used color photog- 
raphy on the packages. As a matter of fact, the 1936 
All-America Package Competition presented the gold 
award for labels and seals to this company. It is ap- 
propriate, therefore, that the company should capitalize 
on its success. Hence, the full-colored demonstrator 
model and her bin are closely allied with the newly de- 
signed meats. 

The photographic displays mentioned have all been 
produced by Ketterlinus Lithographic Manufacturing 
Company. They are scored and folded in half for ship- 
ping and usually given free to dealers who handle the 


Photos by courtesy of Ketterlinus Lithographic Manufacturing Company 


There is quite a story behind the Planters Peanut girl 
who holds a reproduction of the Planters package in her 
hand. The manufacturers found the package such an 
effective advertiser that they decided to tie-up their dis- 
play model with it as closely as they could. They 
wanted to use the same model for the display whose face 
appears on the package. With great difficulty, they 
finally located the original model who had married and 
retired from business. She was persuaded to pose for 
this life-like display so the manufacturers could carry 
out their plans and tie it in with other national adver- 
tising. The recognition value of the face on the pack- 
age was thus strongly emphasized. 

The Morrell demonstrator girl succeeds in getting her 
products out on grocers’ floors partly because she is 
attached to a colorful display bin filled with canned 


products advertised. What is there, however, to assure 
an advertiser that his elaborate display model will even 
be acceptable or used? Or, if accepted, what assurance 
has he that it will be set up properly? In many instances, 
the manufacturer may never know the destiny of his 
display. Fortunately, however, these life-like display 
models, when folded may be carried in the back of a 
salesman’s car. So when he calls ona retailer, he merely 
takes a display model with him, explains its advantages 
and if the dealer likes it, sets it up properly. Occasion- 
ally, however, window display companies do the in- 
stalling. 

Advertisers providing these attractive models for point 
of sale display, say they have had very satisfactory re- 
sults. Retailers likewise seem to like them and feel that 
results justify the space they take up. 
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DISPLAYS MAINTAIN 
PROFESSIONAL STANDARDS 


(Continued from page 86) which are reasonably well 
known, is one problem. Producing a window display 
applicable to several thousand products, the majority of 
which are familiar only to physicians and pharmacists, 
is an entirely different matter. 

A list of all the pharmaceutical and biological products 
manufactured by Parke, Davis & Company would be 
comparable, in size, to a fairly large book. Each 
product, of course, is manufactured to the highest stand- 
ards of quality and uniformity, so that in whatever part 
of the world it may be used, it will meet the needs of the 
physician who prescribes or the pharmacist who dis- 
penses the medicinal substance. 

Medical science as we know it today dates back to the 
‘Father of Medicine,’ Hippocrates, on whose knowl- 
edge a line of brilliant scientists have enlarged, each 
man’s discoveries adding to the general fund of knowl- 
edge. Today, this relentless search for more and more 
facts goes on unabated. In the Parke-Davis Labora- 
tories, for example, groups of men are working, some- 
times for years, in a search to unearth new knowledge 
concerning a therapeutic agent that will be of assistance 
in treating a certain disease. Each year new products 
are discovered, developed and introduced to aid the 
practicing physician in his work. 

How to portray this drama in a window display was 
indeed a problem. Such a display must of course be in 
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keeping with the tenets of the two professions of medi- 
cine and pharmacy. It must also convey to the general 
public the scientific precision by which the numerous 
products are manufactured. 

It was finally decided to employ portraitures of eight 
outstanding scientists whose works and discoveries in 
medical science have been highly important, and tie them 
in with the present-day research workers who arte catry- 
ing on the development of scientific medicines. The 
copy on the centerpiece, directly under the portrait of 
the modern research worker, clearly points out the 
facilities which physicians and pharmacists now have at 
their command in safeguarding the health of yourself 
and family. 

In contrast—but still within the framework of the 
policy described above—are the surgical dressings 
window display and counter display merchandiser. 
These displays are executed in ten colors, and the window 
ensemble consists of a central unit built around the 
dramatic ‘‘Stop Danger!’’ illustration of the railroad- 
crossing gate man. The two side pieces tie in the general 
message with two other Parke-Davis products whose 
use is closely related to that of surgical dressings. 

These display materials were rigidly tested in Detroit 
before final print-orders were placed, this being a policy 
consistently followed by the company. Another illus- 
tration shows the counter display merchandiser that 
holds an assortment of Parke-Davis surgical dressings, 
using the same illustration as in the window centerpiece 
to carry its message over. 
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DISPLAYS THAT SELL MERCHANDISE 


Mr. Manufacturer, your dealers want to sell 
your product; help them to do so by supply- 
ing them with attractive and effective display 
material, ¢ Zipprodt, Inc. has specialized in 
creating and producing window and store 
displays for many years. This organization 
understands the problems confronting an ad- 
vertising manager as to the type of display 
which will best sell his product. 


WRITE US FOR FURTHER INFORMATION 


MERCHANDISING KNOWLEDGE + CREATIVE ABILITY + PRODUCTION SKILL 
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Display and Bag Say ‘‘It’s Different’’ 


There are probably several thousand breakfast cereals | 
on the market, including some of the most widely adver- | 
tised nationally branded products. Thus, the ambitious | 
newcomer who ventures into this field must be armed 
with something more than a desire to fill the tummies of 
young America. Fortune Foods, Inc., of St. Louis, Mo., 
manufacturers of ‘‘3 Cheers’’ cereals, felt when it ap- 
proached its test city, St. Louis, last Spring that its 
armor was to be found in its ‘‘blending’’ process—a 
point of difference that should, with the proper en- 
couragement, induce a large volume of trial purchases. 

Thus, their problem resolved itself into one of em- 
phasizing the essential difference between their product 
and the better established brands. The means was found 


in a colorful transparent cellulose bag manufactured 
by the Cupples-Hesse Envelope Company through which | 
the ‘‘mixed’’ nature of the product could clearly be seen. | 
“window” | 


Using a red and blue design, with ample 





space, these bags were so planned that a single type could | 
be used for all of the numerous blends available, each | 


blend being differentiated from all others by the printed 
label which sealed and strengthened the top of the 
unit. This closure, stitched into place over the folded 
flaps of the bag-top, contains all necessary cooking and 
serving directions. 

To insure ample display, the makers of “‘3 Cheers’’ 
have utilized a two-tier wooden display unit holding 
eight of the bags on the lower tier and four more on the 
upper. The trade mark, a silhouette of a cheer leader, 
attracts the roving eye to the display from its position 
on either side of the bank of packages. A series of price 
tags appears above the top of the upper panel which is 
silk screened with a three word description of the prod- 
uct. The whole forms a compact unit which, within the 
past two months, has won space on many a preferred- 
position counter in the test area. 
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have What it Takes’ 


® The really successful display unit . . . the 
kind that gets preferred position in the dealer's 
stores . . . the kind that really sells merchandise . . . 
doesn’t just happen! \t embodies eye-stopping, 
interest-arousing features that are based on prin- 
ciples proved and approved by leading mer- 
chandisers. 


When you see a steel display that stands out 
as a star performer . . . that dealers praise and keep 
on the job for long periods . . . the chances are 
better than ever that its Lyon-designed and built; 
for leading manufacturers and distributors in most 
fields look to Lyon for effective point-of-sale 
displays . . . know from experience that the Lyon 
organization has the manpower, machine power, 
the ingenuity, and the experience required to pro- 
duce display units that have ‘‘what it takes.’’ 


Why not investigate the practical advantages 
of Lyon’s point-of-sale merchandising experience? 
There is no obligation and no charge for our sug- 
gestions. 


ee ee ee ee 
EQUIPMENT 
LYON METAL PRODUCTS, INCORPORATED, Aurora, III. 


LYO 





LYON METAL PRODUCTS, INCORPORATED 
4008 River St., Aurora, Il. 


We are interested in suggestions for effective Display Units for : 
Coat Ceri GE Bete oo co cn cen cecccccncadccersceccseceeeces | 
A a rina os eel cares ve wee Ceciechedrvavadancaesedcdedsutitaneaia ; | 
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CHANGING PRECEDENT PILES UP SALES 


DOES DESIGN PAY? Yes! If it’s done scientifically. 
Wilbert Products Inc., manufacturer of cleaning special- 
ties, has had remarkable success with its No-Rub Shoe 
White. The product was introduced late in the season, 
was highly competitive and unsupported by advertising, 
yet No-Rub Shoe White, in a strikingly different pack- 
age, designed by Egmont Arens, swept to amazing sales 
heights in a very short time. The story behind this job 
aptly illustrates the possibilities for greater sales when 
complete cooperation exists between the manufacturer 
and designer. 

When Wilbert decided to enter this new field its presi- 
dent, W. H. Dolan, explained to Egmont Arens as fol- 
lows: ‘‘This is an entirely new product so we have no 
preconceived ideas as to how it should be designed or 
how it should look. We will leave the matter of design 
entirely up to you.” 

Foliowing his regular procedure on such a problem, 
the designer first did some merchandising research to see 
how the product was sold and merchandised, and studied 
a large number of competitive packages. One fact which 
stood out was that most of the shoe cleaner packages 
looked too much alike. Practically all carried a picture 
of a shoe in some odd-shaped design unit such as a tri- 
angle, diamond, hexagon, etc. It therefore appeared 
evident that a ‘‘new model’ shoe cleaner package would 
get attention. 

The research indicated that the package should have 
the following features: 1. A bold, striking, simple de- 
sign; 2. Be fast-reading; 3. Suggest quality; 4. Sug- 
gest femininity. 

The package had to be bold, striking, simple and fast- 
reading in order to stand out against competing white 
shoe cleaners and packages of other products as well. In 
addition, since the product was to begin its career un- 
advertised, the package would have to do the entire sell- 
ing job unaided. However, although the design had to 
be fast-reading because it was for a product of quick sale 
and low price, it also had to suggest quality and to some 
extent femininity, because the major purchasers of this 
type of product are women. 

A number of sketches were made up showing various 
approaches to the objectives outlined above. In the 
course of working these out, it was decided to streamline 
the name White Shoe Cleaner (Continued on page 136) 


Wilbert products carry the “orange diamond” 
company identification which was also incorpor- 
atedfin the new Shoe White package. There will 
be no loss of brand identity if these products are dis- 
played with only their side surfaces showing for com- 
plete information is carried on side as well as front 
panels. At left: The counter display in blue, orange 
and white is closely tied-up with the packages 
themselves and neatly shows them off to advantage 


a, 2 



























































oe 
ee te 
Le teen 


~ ha bx: sa 
Sy STH, Sees 


—- 
‘ 

is «se 

Ph ed” 



































































































































wits), 


ee, 


° - ’ 
eR 
yet 


7. 














To make 


NCE a consumer has used your product, its 

quality can speak for itself—repeat sales 
come automatically. The first sale, however, is 
difficult. Then the PACKAGE must speak for the 
product—reflect its quality, modernity and the 
perfect manner in which you protect it so that 
it will come to the user in the best condition. 

A package improvement that will do these 
things is a great help in making the important 
first sales. 

Our business is to furnish wrapping machines 
to carry out such improvement at the lowest 
cost. 

The cosmetic manufacturer who wants to give 
. the food 
or drug manufacturer who wants to keep his 


his package a smarter appearance. . 


goods in better condition .. . the candy manufac- 
turer who wishes a package that will display the 
. the tobacco 
concern that wants an absolutely moisture- proof 


goods and whet the appetite. . 


NEW YORK 


BUTTER MINTS 






FIRST SALES 


Easier 



























wrap that will keep cigarettes factory-fresh—all 
these have obtained the perfect type of wrapping 
with our machines. 

The wide number of models in which these 
machines are made and the easy adjustability 
of the machines themselves offer endless op- 
portunities for creating new styles of wrapping. 

A package improvement does not neces- 
sarily mean increased cost. In fact, we often 
lower costs for our clients by correcting faults, 
saving materials, labor and floor space, or cut- 
ting waste all around. 

What can we do for you? Consult our near- 
est office. 


PACKAGE MACHINERY COMPANY, Springfield, Massachusetts 


CHICAGO 
MEXICO, D. F.: Apartado 2303 


CLEVELAND LOS ANGELES 


Peterborough, England: Baker Perkins, Limited 
Melbourne, Australia: Baker Perkins, Pty., Ltd. 


A few of the many 
products wrapped 


on our machines. 


PACKAGE MACHINERY COMPANY 


Over a Quarter Billion Packages per day are wrapped on our Machines 
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QUANTITY PACKAGING OF INEXPENSIVE MERCHANDISE 


by S. J. O’CONNELL* as told to FRANCIS A. WESTBROOK 


THE GOUDEY GUM COMPANY of Boston, Mass., 
wraps about one million pieces of gum per normal eight- 
hour day. In addition to this the individual pieces 
must be packed in boxes, some lines in display cartons, 
and these boxes must be further packed for shipment. 
The entire job is done with seventy-five girl operatives 
and a few mechanics, which means, of course, that there 
is much automatic and semi-automatic machinery which 
has been carefully installed and arranged. There are a 
dozen or more different gum products, some of which are 
larger sellers than others. It is therefore necessary to 
provide for considerable flexibility in the packaging 
operations which will become apparent as our descrip- 
tion of these progresses. 

It is interesting to note that several of the lines of gum 
have picture cards of various kinds in each individual 
package to make them attractive to children. They 
include pictures of historical events with a brief outline, 
pictures of movie stars, baseball players, thumb movies, 
etc. While they are primarily important from the 
merchandising standpoint they also have an important 
bearing on the packaging operations in many cases. 

Among the most important items in the company’s 
production is Oh Boy gum. This is made in two sizes, 
and several flavors. The one-for-a-cent size is made in 
three flavors and the two-for-a-cent in seven flavors. 
However the variation in flavors does not affect the me- 
chanics of the packaging. Each stick is given an inner 
waxed wrap and an outer display wrapping on the ma- 
chines shown in Fig. 1. There are eight of these in 
service, six being used for the two-for-a-cent size and 
two for the one-cent size. Each machine turns out 7o,- 
ooo per eight-hour day with one operator who stands in 
front of the machine and has a table on each side of her. 
The table on the right holds the stacks of unwrapped 
gum which she feeds into the machine in large blocks 
from time to time, placing them in the upright rack di- 
rectly in front. The wrapped sticks come out of the 
machine on the left side and the table on the same side is 
used for packing them in cartons. The two-for-a-cent 
size ate placed in folding display boxes, shown in the 
right foreground of Fig. 1, holding 200 per box. The 
covers for these fit tightly enough to make it unneces- 
sary totiethem. The one-cent sticks are placed in set-up 


* Superintendent, The Goudey Gum Company. 


Fig. 1. Three of the eight machines used 
for wrapping (inner, waxed wrap; outer, 
display wrap) Oh Boy gum. Each machine 
turns out 70,000 sticks per eight-hour day 
with one operator 


boxes, 100 per box, and the covers for these are tied in 
place. Tying is done with portable machines, of which 
there are five in the plant. 

The wrapping of Bubble Kisses is more elaborate, and 
very efficient. The individual wrapping is done on the 
second floor as is shown in Fig. 2 and Fig. 3. The prod- 
uct issues from the extruder at the right and then travels 
out for some distance and back on a belt conveyor for 
cooling. It is then cut off in convenient lengths and 
carried on the pallets to each of the three kiss wrapping 
machines. These machines cut off and wrap 245 pieces 
per minute per machine, dropping them into hoppers 
and chutes leading to the floor below where they are 
discharged into a bin. At this point two girls place the 
bubble kisses in boxes, one girl checks the weights and 
a boy, or girl, places the boxes in the tying machine. 
The downstairs arrangement is shown in Fig. 4. Two 
sizes of boxes are packed, one containing 100 pieces and 
the other 120 pieces. Actually there are usually two or 
three extra pieces in each box. With this set-up it is 
possible to pack 300 boxes per hour, and the operator of 
the tying machine has time for other things. For ap- 
proximately ten months of the year this operation is on a 
basis of 16 hours per day. 
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Fig. 2. Floor plan showing layout of equipment for wrapping and packing kisses. Fig. 3. 
Kiss wrapping machines at left. The wrapped kisses are dropped by machines with the 
hopper leading to a chute to the bin on the floor below. The extruder for the kisses is 
at the right and discharges directly onto the cooling conveyor. Fig. 4. Packing kisses in 
boxes. Note tying machine at left. Fig. 5. Automatic machines for wrapping pictures 
or booklets as included with gum. Fig. 6. Wrapping and banding individually wrapped 
sticks (five sticks to each package). Fig. 7. Wrapping and packing ‘“Twister’’ gum 
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Another interesting type of packing is referred to as 
picture packing. It consists of wrapping a large piece of 
gum with a picture or booklet in waxed paper. Seven 
different packages of this type are made up, including 
Big League, World War, etc., all of which constitute a 
series of pictures or booklets. This wrapping is done 
on automatic machines each equipped with an electric 
eye to obtain the correct register. One girl operates 
the machine and another packs the pieces in boxes, 100 
per box. The large selling items, such as Big League, 
ate packed in folding display boxes, as shown in Fig. 5, 
and some of the small run items are packed in set-up 
boxes. A team of two girls operating one of these ma- 
chines (there are two in the plant) turns out 85 to go 
boxes per hour. 

Fig. 6 shows an arrangement for making up the ordi- 
nary packages of five sticks of chewing gum. These 
are standard machines with an extra attachment for 
wrapping the five sticks together. That is, each stick ts 
separately wrapped in waxed paper and foil, and then a 
colored band is automatically placed around each set of 
five sticks. Fig. 6 shows two of these machines, and 
there are two more. The blocks of unwrapped gum are 
on tables at the right of each operator, and the pack- 
ages of five come out at her left, at the rate of 80 per 
minute. She places these in trays which are taken to the 
cellophane-wrapping machine in the left background 
of the illustration. This gives each package a cello- 
phane wrap to keep it fresh and operates at the rate of 
150 per minute,which takes care of the production of two 
of the individual wrapping machines. When all four 
of the latter are running it is necessary to run the cello- 
phane wrapping machine overtime. One operator at 
each end of this machine is sufficient to take care of its 
production. The packages are placed in folding display 
cartons, 20 packages per carton, usually by the girl at the 
discharge end of the cellophane wrapper. This product 
is known as Parker gum, and is of the highest quality. 

Another large seller is known as the Big Bubble 
Twister, for which efficient wrapping has been provided. 
The set-up for this is shown in Fig. 7 and Fig. 8. The 
long piece of twisted gum is extruded from the machine 
in the background of Fig. 7 and then travels back and 
forth the length of the room several times on the over- 
head belt conveyor for cooling. This is a 4-in. belt 
conveyor housed in small tunnels which are cooled with 
chilled air entering through the pipes shown in the 
illustration. The pieces are 31/, in. long by 1/2 in. 
in diameter as they enter the wrapping machine, and the 
trick here is to wrap them without jamming and flatten- 
ing the flutes in the twisted pieces. This is success- 
fully accomplished by this machine. Each piece is 
wrapped with waxed paper with a heat seal along its 
length and twisted at each end. The machine is de- 
signed for putting on an inner and outer wrap if de- 
sired, but this is not considered necessary for this prod- 
uct. The rate of production is 450 per minute, with 
one girl to feed the extruder, one man to operate the 
wrapping machine and three girls to pack the pieces in 
folding display cartons, 100 per carton. This crew takes 


Fig. 8. Layout for wrapping of ‘Twister’ gum. 
Fig. 9. Wrapping machines for ‘‘Thumb Movie’’ line. 
Note how machines discharge onto belt conveyor 
which is covered and serves asa table for supplies. 
Fig. 10. Set-up for wrapping and packing ‘Thumb 


Movie’’ items 


4" CANVAS BELT CONVEYOR 
_ ENCLOSED IN SMALL 
“ TUNNELS SUPPLIED WITH 
CHILLED “AIR 


XTRUDER| 


WRAPP/NG 
MACH/NE 


8° CANVAS BELT CONVEYOR 
FOR WRAPPED PIECES 
TO PACKING TABLE 
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PACKING 12" BELT CONVEYOR - CANVAS 


WRAPPING | | MACHINES BELT 


ORIVE 


THE CONVEYOR 1S ENCLOSED WITH OPENINGS TO RECEIVE 
THE WRAPPED PIECES DISCHARGED FROM EACH MACHINE. 
THE COVER /S USED AS A TABLE TO HOLD SUPPLIES OF 
UNWRAPPED CUM AND THUMB MOV/E BOOKS 
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care of 255 boxes per hour. This machine is operated 16 
hours per day about 300 days of each year. 

The Thumb Movies line, in operation, performs the 
wrapping of a large piece of gum with a small thumb 
movie book. The package is thick and the company 
found it expedient to design its own machinery for doing 
this packaging operation. Three of these machines 
have been made and placed in service as shown in Fig. 9. 
The large piece of gum is first wrapped with waxed paper 
and then this is wrapped with the thumb movie book in a 
display wrapper which is pasted. Each machine is 
capable of turning out 120 pieces per minute with one girl 
per machine. The three machines are stationed along a 
12-in. belt conveyor, as shown in Fig. 10, onto which 
they discharge the wrapped pieces. This conveyor de- 
livers them to the packing table as shown in the back- 
ground of the illustration, where two girls pack them in 
display cartons. As these items are thick, only forty are 
packed in a box. 

The conveyor for this arrangement is a simple affair, 
driven by a '/,-hp. motor with a flat belt drive to an en- 
closed speed reducer and a chain drive from the reducer 
to the driving roller for the belt conveyor. This con- 
veyor is covered, with openings left to receive the dis- 
charge from each machine, the covering being used as a 
table to hold supplies to be fed into the machines. This 
mechanical arrangement of wrapping machine and con- 
veyor is especially interesting when it is considered that 
it was necessary because the item which it takes care of is 
a new product. 

Finally, there is a hand wrapping line which is used 
for a variety of items, or runs, where it is not convenient 
to use machines. This may be because the run is small 
due to the item being a small seller, or to help out ona 
big selling item when there is a rush which cannot be 
handled by the machinery which is available. At any 
rate, this line provides for the flexibility which is always 
so desirable in any plant where many different items must 
be produced and where some means must be available 
for taking care of production demands which cannot al- 
ways be anticipated ahead of requirements. This pro- 
duction line consists of two parallel 8-in. canvas belt con- 
veyors about 60 ft. long, on each side of a fairly wide 
table, or bench. There is space for 24 girls to work on each 
side. Above this table is a rack for boxes of unwrapped 
gum, wrappers, labels and inserts. As each piece is 
wrapped it is placed on the conveyor belt and is trans- 
ported to the six packers at the end of the line. One 
'/;-hp. motor with an enclosed speed reducer drives 
both conveyors, and with this arrangement it is pos- 
sible to run out about 50,000 pieces per hour. 

An idea of the large quantities of materials used in 
this plant may be gained from the fact that the card in- 
serts for certain lines are ordered in ten million lots, in- 
side wax wraps in 10,000-lb. lots and other items in 
proportion. It is also evident that in producing goods 
which sell for small sums, and which at the same time 
must be wrapped so carefully, it is essential to use the 
most highly developed labor-saving methods available, 
and also to produce in large quantities. Otherwise the 
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margin of profit would either be non-existent, or even 
if there were a reasonable margin the total would not 
amount to much unless the quantities were large. 


MATERIALS AND EQUIPMENT 


Folding boxes: Gardner-Richardson Company 

Set-up boxes: Quality Paper Box Company 

Wax wrappers: Nashua Gummed & Coated Paper Company and 
American Tissue Mills 

Outside labels: Stecher-Traung Lithograph Corporation 

Corrugated shipping cartons: New England Container Company and 
Robert Gair Company 

Wrappers for kisses: The Menasha Products Company 

Stick wrapping machines: Package Machinery Company 

Kiss wrapping machines: Package Machinery Company 

Picture wrapping machines: Package Machinery Company 

5-stick wrapping machines: Package Machinery Company 

Cellophane wrapping machines: Package Machinery Company 

Twister wrapping machines: Rose Bros. Ltd. 

Tying machines: B. H. Bunn Company and National Bundle Tyer 
Company. 


Koroseal Coating Applied to Paper 


The most recent use developed for Koroseal, a syn- 
thetic elastic developed by the laboratory of The B. F. 
Goodrich Company, Akron, Ohio, is its application to 
paper. This paper consists of a thin coating of pure 
Koroseal applied with strong adhesion to one side of a 
high-grade 4o-lb. kraft paper. It is said to be suitable 
for any service where a waterproof, oilproof, grease- 
proof, airtight or sanitary paper is required. 

Because Koroseal is odorless, non-toxic and non- 
tainting, this paper can be used in contact with food- 
stuffs, medicines and other chemicals without fear of 
contamination. The Koroseal coating will flex as long 
as the paper and will not crack. Addition of this tough 
film increases the tear resistance of the paper. Koroseal 
is less inflammable than the paper to which it is at- 
tached; is not affected by sunlight and will not oxidize. 

Attaching Koroseal paper is accomplished by simply 
gluing or pasting the uncoated side of the sheet to the de- 
sited surface. The Koroseal coating will not adhere to 
other surfaces but will form a strong bond with itself 
when pressed under a temperature of 390 degrees. 

Koroseal paper is stated to be suitable for packaging 
foodstuffs, chemicals, medicinals, oils, etc., and can be 
used for making gaskets, shields and flower pots or as a 
covering for heat insulation to exclude moisture. It has 
an overall thickness of .006 in. to .oo65 in.; weighs .308 
Ibs. per linear yard and is available in rolls 200 yds. long 
and 40 in. wide. 


For Gelatin Dessert Packaging 


A new protective paper for the packaging of gelatin 
dessert powders has been announced by the Menasha 
Products Company, Menasha, Wis. This material bears 
the registered trade name ‘“‘Paraply.”’ It is stated that 
a leading national dessert powder manufacturer, experi- 
menting with this paper, found that it worked unusually 
well on automatic packaging machines, increased moist- 
ure-proofness and attained greater flavor preservation. 
Laboratory tests showed that Paraply retained its high 
moisture-proofness when folded and creased in the pack- 
aging operation. 














WEIGHING 
EXPERIENCE 


that quickly gives the right answer 


ALL and thin, short and stout—the 

old-time weight estimator seldom failed 
to judge them accurately because in his wide 
experience he had encountered all kinds. 

Pneumatic engineers have been in close 
touch with every conceivable type of pack- 
aging-weighing problem for nearly half a 
century. 

Packing and weighing 49 pounds of 
fluffy flour in a sack or accurately meas- 
uring | /12 ounce of fine cut tea in an in- 
dividual gauze tea bag are tasks accom- 
plished with equal efficiency on Pneu- 
matic-built equipment. Between these 
two extremes there is an almost endless 
variety of fillmg and weighing questions 
which have been answered by Pneumatic 
engineers. Accurately weighing and tightly 
compressing 48 ozs. of rolled oats in a 
round canister, brittle corn flakes in giant 
13-oz. cartons, dustless weighing of fine 


: 


ground coffee in l-pound vacuum tins, 
sticky gelatine dessert in 3!6-0z. lined 
packages, delicate soap flakes in 8-oz. 
printed cartons; these are just a few of the 
hundreds of weighty weighing problems 
which leading manufacturers have de- 
pended on Pneumatic to solve. 

It is a matter of record that Pneumatic 
is adjudged the ablest weighing machine 
builder of our day, and yet in all its half 
century of experience Pneumatic has yet 
to find two weighing problems identically 
alike. This practical knowledge gained in 
building thousands of accurate weighing 
and measuring machines is mighty valu- 
able to you if you want the utmost in 
accuracy, speed and efficiency. 

Pneumatic engineers are qualified to 
give you the best solution to your require- 
ments. Get their opinion. There's no cost 
or obligation. 





PNEUMATIC SCALE Tachaiginng Machinery 


PNEUMATIC SCALE CORPORATION, LTD., 71 Newport Ave., Quincy, Mass. (Norfolk Downs Station) 






Branch Offices in New York Chicago San Francisco Los Angeles Leeds, England Paris Melbourne Sydney, N.S.W. Wellington Buenos Aires 
a J 4 s . 
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ABOUT fifty-one years ago, in a converted barn in 
Suffern, N. Y., the California Perfume Company began 
to prepare its products for market. Today, with the 
shell of that barn entirely surrounded by wing after wing 
of glass and concrete, the successor to the original firm, 
now known as Allied Products, Inc., is manufacturing a 
line of some one hundred and fifty items of its own 
brands pluas—as a sort of incidental to be taken in its 
stride—several dozen custom made and packaged items, 
of widely varied types, for other firms in the cosmetic 
and toilet preparation field. 

In the packaging field attention has always been 
directed towards those firms able to use the most ad- 
vanced, high-speed, mass production methods. The 
‘‘Fordized’’ packaging line, shooting its tremendous 
volume of a single product towards the shipping plat- 
forms—day after day and all the year round—has been 
always thought of, if not as the “‘typical’’ mode of 
package production, at least as the “‘ideal’’ towards 
which most producers aim. 

However, there are a significant number of firms 
whose practices in packaging—though as advanced and 
forward-looking as any—are directed towards speed and 
continuity of output only in a secondary way. The 
primary interest of these firms—and Allied Products 
may be considered as representative of the best of them— 
is in flexibility of production. Naturally, their demands 
upon machinery and equipment are of an entirely differ- 





Fifty years of constant growth have brought 
progressive changes in industrial architecture 
to the Allied Products plant 
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PRODUCTION PROBLEMS OF THE CUSTOM PACKAGER 


ent order than those of the constant producer of single 
items of merchandise for retail sale. 
Consider, for instance, the element of ‘‘change-over 


time.’’ To some packaging lines the term itself has no 
applications. Where volume on a single size and type of 
package is sufficient to maintain a line in constant opera- 
tion, change-overs do not exist. In most lines, particu- 
larly in the drug and cosmetic industries, change-overs 
exist, at least for size changes and often enough for 
change from one of a family of products to another 
packaged in similar, yet slightly differing, containers. 

But at the Allied plant the number and frequency of 
change-over is several times that of the usual firm, even 
though every effort is made to so schedule production that 
machinery adjustments can be held to a minimum. 
Thus, a primary consideration in judging any machine 
or change part at Allied must be speed of change-over or 
ease of adjustment, for only so can non-productive time 
be held at a reasonable figure. 

A second factor affecting the choice of the machinery 
to be utilized in a plant such as this is the cost of change 
parts. Naturally, with the wide variety of star wheels, 
label magazines, cap chucks, stems, etc., required for 
varied sizes and shapes of packages, this cost involves 
a very sizable investment and one requiring every pos- 
sible effort to hold it at a minimum without affecting 
the efficiency of the plant’s package production. 

In point of fact, Allied Products has gone far beyond 


A small corner representing less than twenty 
per cent of the change parts used in the liquid 
filling room at the plant 
























ANOTHER UNSOLICITED TESTIMONIAL 
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“Y= companies like Allied Products _ tain speeds up to 50 packages per minute. 
Inc., take double page advertising 
space, like the reproduction above, to 
point out the efficiency and economy of 
Stokes & Smith Packaging Equipment, 
you, too, might profit by becoming 
familiar with Stokes & Smith equipment. 


The machine illustrated is the S & S $STOK EQQMITH © 


Stokes & Smith Company also manufac- 
ture a complete line of Filling, Packaging 
and Wrapping Machinery, both semi 
and fully automatic. Write for com- 
plete information. 


Rotary Powder Filler, which is used to 
give a clean, accurate, speedy fill for 
powder drums, or cans. Some users ob- Frankford, Philadelphia, U. S. A. 


PACKAGING MACHINERY PAPER BOX MACHINERY 
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the purchase of ‘‘change parts’’ in most Cases, its own 
engineers and its own machine shop having designed 
and produced literally hundreds of special devices and 
‘‘gadgets’’ for use on standard machines, until (in the 
words of one Allied executive), “‘their own mothers 
wouldn't know some of our machines.”’ 

The constant drive for flexibility tends not only to lead 
to a different set of criteria by which to judge single ma- 
chines, but also to lead to a different type of packaging 
line. While every effort is made to utilize to the fullest 
extent the principles of direct-line production, the vary- 
ing demands placed upon these machines induce several 
significant changes from ordinary methods. Some ma- 
chines are used on only a portion of the products made 
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on a given line. Conveyor systems are therefore so 
arranged as to shunt by these machines if desired. 

In other instances, particularly in the case of straight- 
way labelers, two machines are placed in parallel posi- 
tion at a single station on the line, one to the right and 
one to the left of the conveyor. Either may then be 
moved into productive position, depending on the de- 
mands of the moment. Here, although one machine is 
always idle, the productive efficiency of the entire line 
is vastly stepped up. Furthermore the idle machine is 
available to the set-up man to get ready for the next job. 

On the other hand, more reliance is placed on hand- 
operations than is common on one-product packaging 
lines, although this, be it said, is done reluctantly. 
Sometimes, of course, shortness of runs makes hand op- 
eration more economical than the setting up and operat- 
ing of even the most efficient machine. But, more often 
than not, certain operations are done by hand simply 
because machinery—as it exists today—is not sufficiently 
flexible for the custom packager’s purposes. This, of 
course, does not reflect upon the machinery manufac- 
turers, since they must build for potentially profitable 
markets and the specialized needs of the custom packager 
do not always offer such a market. 

Again, the inability to use certain machines for some 
Operations is a product of the nature of the work. 
Whereas, for labeling, the process of mechanically apply- 
ing a label is such that adjustment for package size and 
shape changes is simple. In the case of cartoning ma- 
chinery such adjustments become relatively more com- 
plex, require more change parts, more change-over time 
and are therefore, for the most part, impracticable for 
the custom packager. At the Allied plant, it is not un- 
common to see groups of hand operators cartoning by 
hand on lines which operate—at almost every other 
point—exclusively with automatic machinery. 

Particularly interesting are the stock handling vol- 
umes of the custom packager. In the case of Allied 
Products, the company’s own items are sold by field 
agents, and hence most shipments are made by post and 
express. A post office and express agency is maintained 
right in the building, shipping cartons going right off 
the storage floor—where they are filled from stock bins— 
to the post office or express office and then, by gravity 
conveyor, to the company’s own railroad siding where 
waiting mail and express cars receive them. 

Production, throughout the plant, is on a gravity 


basis. In keeping with the best modern practice the 


Above: One of a battery of automatic labelers 
used to apply both front and back labels on a 
wide variety of bottles on the conveyor line. 
It is these machines which stand, tandem 
fashion, in pairs on a single item, one or the 
other being used at any given time. Below: 
A typical instance of combined mechanized 
and hand operation. Tubes being filled and 
crimped on a tube filler and then hand cartoned 
at the next station. This line operates at speeds 
varying from thirty to fifty tubes per minute, 
according to size 















































































manufacturing and compounding operations are per- 
formed on the third and second floors of the buildings, 
with packaging operations allocated to the main and 
basement floors. Goods are then taken on lift trucks, 
by elevator, to the fourth floor storage rooms. 

The bins for client’s stock are likewise maintained on 
the warehousing floor, usually separated from those of 
the company’s own products and, in some cases, treated 
almost as if they were being handled in a bonded ware- 
house, being locked in separate partitions and screened 
departments to which entry may be had when required. 

Interesting, too, is the stock control and cost account- 
ing system maintained for all custom produced items. A 
continuous inventory system permits the customer to 
know more about the state of his supplies than he would 
ordinarily in a plant of his own. Operations are figured 
against control standards and costs are known during 
every stage of production. Special arrangements are 
available for sampling operations, special deal ship- 
ments, handling of return merchandise, etc. Naturally, 
this close control—and the fact that these operations are 
carried out for a widely diversified group of separate cor- 
porations—has its effect on the control exercised in the 
packaging operations. 

Thus, while the nature of the business and the wide 
diversity of products, shapes and sizes induce the com- 
pany to deliberately forego some of the available econo- 
mies of high-speed packaging, a complex but thor- 
oughly mastered system of control and a spreading of 
overhead over a much higher than average number of 
productive hours per machine per annum nets a final cost 
that—to judge by the products handled—provides dis- 
tinct economies for certain types of firms. Particularly 
are these economies apparent when seasonal products— 
so common in the drug and cosmetic field—are concerned. 
For here, the machines that make sunburn lotions one 
season work during other months on anti-chapping 
preparations. 

In this respect, the company gains another advantage 
through its own packaging operations for its own 
brands. Whereas peaks and hollows in the production 
schedule would occur were only private brands pack- 
aged—or were custom packaging the sole operation of 
the plant—the ability to switch from one to the other 
makes for a much closer correlation between potential Above: One of a battery of various types of 
production and actual production throughout the plant. rotary fillers used at the Allied Products plant. 
When custom orders run low—in any department— Below: Avn instance in which Allied selects 4 


aaa . inati f hand and hi tions to 
opportunity is taken to build up the reserves of the com- cargenianealp lies haga! vinsiaabiapaeigins 
gain greater flexibility. Plastic caps are placed 































































ROCCE ges. 


pany s own products and vice versa. on bottles as they pass on the conveyor by hand 
ae operators. This automatic capper then tightens 
To date the number of concerns engaging in so-called the caps to effect a seal 


custom packaging is relatively small. But there is a 

growing need for such service, particularly among those that machine handling is feasible—is definitely a point 
companies whose production may not justify individual in favor of custom packaging. 

plant installations or who may require facilities to However, as may be ascertained from a reading of the 
handle products other than those represented in their foregoing article, the expense of equipping a plant 
regular output. The increasing recognition of the fact which engages in custom packaging, either exclusively 





that automatic operations can be conducted at more eco- _ or in combination with individualized packaging work, 
nomical costs than those required for manual work— is such as to require adequate financing to cover the cost 
assuming, of course, that the job to be done is such of modern and efficient equipment. Epitor 
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Advanced Flour Bag Packing in Sweden 


About fifty years ago a company was formed in Stock- 
holm, Sweden, to build high speed machines for the 
match industry. The name of this Company was 
Aktiebolaget Gerh. Arehns Mekaniska Verkstad; the 
founder, Gerhard Arehns. Together with an inventor, 
Frans Lundgren, he brought his company to a position 
of prominence among the automatic machine manufac- 








turers of his time. When Mr. Lundgren made a series 
of inventions which were incorporated in the original 
match machines, the improved machines received inter- 
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national recognition, and the Arehns company has since 
been the world’s leading manufactuer of match machines. 

Almost from the start the match industry required 
automatic machines of a large capacity, both for actual 
production and for the packing of the matches. Swedish 
engineers and inventors were very successful in meeting 
the demand for such machines, and in this connection it 
is interesting to note that in one of the older match 
factories in Sweden a so-called ‘‘complete’’ match ma- 
chine—a very intricate piece of machinery—is still in 
competitive operation sixty years after it was built. It 
is probably true that the principles which were first 
applied to machines for packing matches have influenced 
the design of the many automatic packing and wrapping 
machines in use throughout the world today. 

After some thirty years of successful operation as 
match machine builders the Arehns Manufacturing Com- 
pany branched out into new lines. Since 1920 Arenco 
cigarette packing machines have been sold throughout 
the world. In this country alone more than four hun- 
dred such packers are in constant operation, handling 
the major portion of the cigarettes produced here. In 
fact, this machine was the first high-speed fully auto- 
matic cigarette packer to be used, and its introduction 
marked the beginning of a new era in machine design 
for the cigarette and tobacco industries. Arehns’ engi- 
neers have contributed much to the rapid expansion of 
not only the cigarette, but the cigar industry as well. 
And although the Arenco cigarette packing machines 
and the Formator cigar machines which are now in use 
cannot possibly be considered obsolete—although many 
of them have been in operation for more than fifteen 
years—the Arehns Company is not resting on its past 
success. New development work is under way all the 
time and certain new types of tobacco machines will be 
introduced within the very near future. 

Since 1930 the Arehns Manufacturing Company has 
branched out further and today it is offering machines 
for various other industries. An interesting example is 
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These machines are operat- 
ing in the most efficient 
plants to handle their 
cartons as economically as 
possible. Many companies 
have found these machines 
changed the spelling of 
LOSS to P-R-O-F-I-T. 





Packaging Efficiently to Reduce Cost... 
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Send us your carton pack- 
aging problem and let us 
send you our recommenda- 
tions. Bulletins and other 
information are yours for 
the asking. Write us today! 


PETERS MACHINERY CO. 


4700 Ravenswood Avenue, Chicago, Illinois 
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the Arenco flour packing machine, shown in an accom- 
panying illustration. This is said to be the first fully 
automatic flour packing machine ever built, and will be 
an important factor in the trend toward distinctive 
packages for flour. 

The machine fills, weighs, closes and seals paper bags 
in one continuous operation. The bags used are the 
so-called ‘‘square bottom self-opening’’ type in sizes of 
from two to twelve pounds. The package is sealed with 
a gummed paper strip over the triple-fold top. By an 
exchange of model parts it is possible to use the machine 
for more than one size package. Two girls are needed 
to attend the machine, one to feed the empty bags and 
the other to supervise and control the machine. The 
machine produces about one thousand bags per hour. 

The bags packed on the Arenco flour packer are quite 
exceptional in appearance. These bags are squared up 
perfectly, as indicated by the one shown in illustration, 
and the bag retains its symmetry and compactness even 
after considerable rough handling. For a highly com- 
petitive commodity such as flour it is of course desirable 
that for sales purposes the package be distinctive, and it 
was to achieve this that the Arehns Manufacturing 
Company was requested to design the machine. 

Extensive study was carried on for two years before 
the building of the machine was started, and it took 
two more years to complete the first unit, which is now 
operating at the Saltsjoqvarn mill in Stockholm. The 
millers in Sweden found that they could sell more flour 
if their product was packed in a good-looking paper bag, 
and that they could also demand an extra price for such 
a package. A second Arenco machine is now operating 
at the Upsala mill and six additional machines of this 
type are under construction for other large mills in 
Sweden. The standard package sizes for flour in Sweden 
are two and a half and five kilo bags, or approximately 
five and ten pound bags. 

As is shown in the illustration, the flour is brought to 
the machine by overhead conveyors which empty into 
the flour bins above the weighers. The bag is delivered 
from the machine fully sealed and ready for the shipping 
case. Corrugated shipping containers are used. 

The tolerance in weight is guaranteed at plus-minus 
two-tenths of one per cent and as the machine is equipped 
with safety devices, control scales, etc., there is no loss 
whatever from over- or under-size packages. The scales 
used are of the ordinary commercial type. 

This machine is now considered as standard in Sweden 
and the mills there are scrapping their automatic weigh- 
ing and filling machines which, although they were of 
quite recent design in many cases, must now be con- 
sidered outmoded. 

The Saltsjoqvarn mill is one of the largest flour mills 
in Europe. A new extension was built as an extra floor 
of this factory to accommodate the Arenco packer. The 
new addition was painted white, as was the machine, 
which was also chromium plated wherever possible. 
As the machine produces practically no flour dust the 
room is exceptionally clean in appearance, and this was 
used successfully by the mill in their advertising. Full 
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page ads in the daily newspapers announced the installa- 
tion of the machine and the introduction of the new 
package. The fact that so many mills have since 
ordered machines indicates that the demand for good 
packaging in this industry is growing stronger. 

The Arehns Manufacturing Company is represented in 
this country by the Arenco Machine Company, 25 West 
43rd St., New York. This latter company handles all 
sales in the United States and maintains service stations 
in New York City and Tampa, Fla., from which spare 
parts and skilled service can be supplied at any time. 


Forbes Acquires Rights on Bilt-in Mailer 


The Forbes Lithograph Company, Boston, has ac- 
quired sole American manufacturing rights on the Bilt-In 
Mailer, a comparatively new type of mailer that simpli- 
fies the packing operation, insures that the selling mes- 
sage must be seen before the product sample is removed 
from the carton and, in a majority of cases, permits mail- 
ing at a lower postage rate. This mailer has been used 
successfully by many manufacturers—one ethical drug 
concern using ten different Bilt-In Mailers over a period 
of time, with good results. 

Forbes believes that the success of this ideal mailing 
unit can be enhanced by applying creative design based 
upon sound merchandising experience so as to raise 
sampling procedure to the level of other modern and. 
effective advertising methods. The company is confi- 
dent that it has in the Bilt-In Mailer a real sales-builder 
that gets away from the usual conventional sample pack- 
age and presents the product in a novel and interesting 
get-up which arouses and holds interest. 


New Piston Ring Packages 


Current production of Pedrick piston rings made by 
the Wilkening Manufacturing Company is being pack- 
aged in a new series of boxes which feature a patented 
locking device, so the jobber and the dealer will know 
that the package has not been tampered with. The ex- 
clusive feature of this device is that it seals the package, 
yet does not destroy the usefulness of the package nor 
mar its appearance after the seal is broken. 

The new Pedrick packages also are revised in design 
and color combination. Pedrick hydraulic rings (both 
complete sets and indi- 
vidual rings) now are 
packaged in boxes of 
red-and-gold combina- 
tion. Pedrick auto-ser- 
vice rings in boxes of 
blue-and-silver combi- 
nation and _ Pedrick 
standard _single-piece 
rings in boxes of red-and-orange combination. All 
three combinations are in the same general design, as 
shown by the accompanying illustration. The familiar 
style of ‘“‘Pedrick’’ panel is retained but the general de- 
sign has been simplified and the family resemblance re- 
tained throughout all the packages. 
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LEADERSHIP 


...in new industries 


as well as old! 


Canned beer started from scratch less than 
three years ago. No traditions here ... 
just sound engineering common sense. Yet 
significantly, every major beer canner is us- 
ing Standard-Knapp case sealers and case 
packers . . . without exception. 


Such dominant leadership means only one 
thing ... quality performance, without 


trouble, year in and year out. Investigate! 
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New Conveyor Equipment 

To meet the increasing demand for heavy duty roller 
conveyors in various branches of industry, The Mathews 
Conveyer Company, Ellwood City, Pa., has added to its 
large standard line a newly developed roller. This new 
roller incorporates 31/2 in. O.D. seamless steel tubing, 
/i¢ in. wall, .30-.40 carbon. The bearing applied, 
identified as Type 47-SB, is newly designed, having steel 
inner and outer Jabyrinth seals, hardened inner and outer 
races, and 13°/;5 in. diameter hardened steel balls, as- 
sembled within a pressed steel jacket. The assembled 
roller has an average rated capacity of 2200 pounds. 

A hexagon axle is applied in this roller, providing a 
positive means of locking the inner ball race and the 








Length of Ro/ler 
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S Inside Lobyrinth Seo/ 
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axle, thereby preventing wear between these parts. The 
axle is drilled at the ends, and grease fittings applied, 
making period lubrication a simple matter. Cotter keys 
hold the roller firmly in the frames. 

The roller can be furnished in lengths ranging from 6 
in. up to 48 in., and can be spaced in the frames on centers 
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ranging from 4 in. up. Channel or angle frames are gen- 
erally used in the construction of conveyors incorporat- 
ing this roller. When the rollers are placed low in the 
structural frame, the top of the frame functions as a guard 
rail for the commodities being conveyed. 

The rubber-tired wheels shown in the conveyor illus- 
trated represent anti-friction products recently developed 
by the Mathews Conveyer Company. Two types are 
available, identical in design, and differing in construc- 
tion only in that one is larger and heavier than the other. 
These wheels are practical for many different applica- 
tions. When mounted in light frames, they become an 
ideal conveying surface for shingles, steel sheets, glass 
or any fragile object which must be protected from 
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“60 What?” 


When Glue Troubles get “in your hair” and start 


playing the Anvil Chorus on your skull— 


Don’t just suffer; call in the Mikah Boys and let 


them cure your pain permanently! 
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jarring or scratching. These sections are available 
straight or in any practical degree of curvature, with de- 
tachable or fixed couplings where portable or stationary 
conveyor sections are used. 

While it might seem that these wheels, due to the 
source of their development, are intended for conveying 
only, such is not the case. They could well be applied 
on tea wagons, where quiet, smooth travel is essential; 
they would be excellent as casters for light dollies, small 
hand trucks and portable cabinets; they would be prac- 
tical for infant strollers, for toys and other uses where 
a free-running, rubber-tired wheel is required. 

The wheels are of pressed steel construction, having 
hardened steel inner and outer ball races. The smaller 
wheel, which is 27/s in. O.D., incorporates ten */;¢-in. 
diameter hardened steel balls and has a rated capacity of 
20 Ibs. The larger wheel which is 31/2 in. O.D. incor- 
porates eleven °/;6-in. hardened steel balls and has a 
rated capacity of 50 lbs. The latter wheel is of heavier 
construction throughout. 

The rubber tire, which feature makes the wheel 
adaptable for many uses, is steamed into place. It con- 
tracts upon drying and fixes itself solidly on the wheel. 
As shown in the drawing, the inside of the tire fills the 
groove between the wheel flanges, holding the tire 
firmly in place. These wheels are known as Types 
7o-RT and 84-RT, the latter of heavier construction. 


Transwrap Under New Auspices 
Stokes & Smith Company, Philadelphia, Pa., has 


taken over the manufacture and sale of the Transwrap 
machine. The company formerly handling this machine 
was the Transparent-Wrap Machine Corpn., New York. 

Cellophane packages such as those shown in the illus- 
tration are produced at the rate of 60 to 100 per minute. 
Either plain or printed M.S.T. cellophane is fed from the 
roll. Printed cellophane is registered by an electric eye. 

As the cellophane is fed from the roll, it passes over a 
forming head which converts it into a tube. A longi- 





tudinal heat seal is made at this point. The tube is then 
filled with the product to be packaged and various feed- 
ing devices are available for powders, granular products, 
separate pieces and miscellaneous small articles. After 
filling the ends of the package are automatically heat- 
sealed and delivered through a delivery chute. 

The Transwrap machine is built in two sizes, the 
larger for packages up to 4°/, in. X 10 in. high and the 
smaller for packages up to 21/2 in. X 10 in. high. Both 
machines have been in successful operation. 


Controlled Pour Features New 
Prescription Bottles 


A ‘‘pour-out’’ feature that eliminates waste, prevents 
threads of the bottle from becoming clogged and sticky 
and ends the smearing of labels is incorporated in the 
Deluxe prescription ovals which have been introduced 
by the Owens-Illinois Glass Company. 

Actually five features comprise this interesting achieve- 
ment in prescription ware manufacture. Centered on the 
finish at the back of the bottle neck is a ‘‘V’’ channel 
trough to guide the poured contents, and on the outer 
side is a definite undercut in which the spoon rests. 
This groove eliminates spillage and prevents liquid from 
curling back under the lip. This rest or groove, it is 
interesting to note, is on the back side of the bottle to 
prevent defacing or smearing of the label. 

Provided in both the Owens and Illinois lines, the 
Deluxe ovals are capped with new closures molded of 
white urea plastic. A departure in liners has been 
accomplished through the use of Vinylite, a coating 
that is resistant to practically all pharmaceutical and 
prescription chemicals. Experiments have disclosed 
that it has superior sealing qualities, insures easy cap 
removal and prevents loss of liners. 

The new Deluxe ovals are available in all capacities 
ranging from one to 32 oz. A new design on shipping 
cartons has been introduced. An attractive blue and 
silver seal has been designed which when affixed to the 





Transwrap machine and types of packages produced 
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The Packomatic PT 
Carton Sealer handles 
cartons ranging in size 
from 2'/,” to 6” width, 
1” to 4” depth, and 4” to 
10” height. Nochange 
parts are required. 
Furnished with Net 
Weigher, Auger Type 
Filler, or Volumetric 


Filler. 
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This machine is easily operated by one oper- 
ator. The cartons are registered by operator 
into pockets, where they are held squarely 
in adjustable holders, pockets move intermit- 
tently. All operations for the sealing of bot- 
tom flaps, weighing, filling and sealing top 
flaps are performed automatically. Many 
users are getting a speed up to 30 per minute. 


Other Packomatic machines are equally practical 
for speeds of 15-30-60 or more per minute. 


Our engineers will help you analyze your equipment and 
packaging problems without obligation. We'll meet you any 


time, any place. 
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Upper left: Under the lip of the Deluxe Prescription Oval is a 
notch into which a spoon nestles securely, keeping the spoon from 
slipping and the liquid from curling under. Upper right: The ex- 
clusive Pour-Out finish. Note the ‘“V’’ shaped channel which con- 
centrates the flow of the liquid assuring easier and more accurate 
pouring. Lower left: The new white molded cap used on all 
Deluxe ovals. It is made of urea plastic, impervious to alcohol and 
other solvents. It has a Vinylite liner which assures better sealing 
and easier removal. Lower right: The Pour-Out feature eliminates 
spillage and curling under and is placed on the back of the bottle 
so that the label is doubly protected at all times 


new bottles calls the attention of the user to the pour-out 
feature. A liberal supply of the seals is enclosed in each 
shipping carton. 

With the introduction of this new bottle, it is inter- 
esting to trace the evolution of the prescription bottle. 
The ordinary prescription ware remained unchanged for 
many years, druggists buying the uncapped bottles from 
glass companies and the cork closures from other sources. 
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In 1923 the Owens-Illinois Glass Company introduced 
prescription bottles with metal screw caps, a revolu- 
tionary move because it provided for the?first time a 
bottle that could be sterilized and capped at the factory 
and kept that way until used by the druggist. At the 
same time it provided sanitary protection for the pouring 
surface. An aluminum cap soon replaced the tin clos- 
ures, and in 1931 the molded cap was brought out, in- 
stituting so great an improvement that today more than 
7o per cent of all prescription ovals have molded caps. 
And now the new model ovals, with the pour-out fea- 
ture and other innovations, are so advanced in concep- 
tion, that it is believed they will mark a new era in 
sanitary and efficient handling of prescriptions. 


Modern Tube Production in Russia 


There was a time in Russia, not so long ago, when 
things like cosmetics were more or less taboo. And, 
apparently, toothpaste was not in very great demand. 
About two years ago gradually changing policies 
brought about a different attitude toward certain 
‘“‘luxury”’ products and practices and with characteristic 
Soviet energy, Tezhe (Soviet Cosmetic Trust) was estab- 
lished. This meant not only the marketing of cos- 
metics and toiletries but their manufacture by the most 
modern, efficient mechanical equipment available. 

The Soviet Cosmetic Trust is under the direction of 
Mme. Molotov, wife of Viacheslav M. Molotov, Soviet 
Premier. On very brief acquaintance, she strikes one as 
being exceptionally keen, capable and ‘‘on her toes.”’ 
When she made a tour of this country about a year ago, 
investigating cosmetic manufacturing and merchan- 
dising methods, she and an entourage of chemists and 
engineers asked more questions and more intelligent 
questions than any similar group of people that you 
may have come across. 




















Bristol-Myer’s Ipana manufacturing plant, along with a 
Colton full automatic ‘‘electric eye’’ filling machine, 
high speed cartoner. The Sun Tube Corporation was 
requested to duplicate one of its tube production “‘lines’’ 
to manufacture their tubes. Everything had to be the 
““Jatest,’” and the accompanying illustration indicates 
that such is the case. 

In the foreground is the packing table, where tubes 
are picked off the conveying chain, inspected and packed 
as they come from the drying oven directly above the 
press. Behind the conveyor chain drive is the ‘‘com- 
bination’’ machine which trims the tube to length, 
threads and faces the neck and applies the base coating, 
the conveyor chain leading upward to the oven for 
drying the coating. Next, between the combination 
and the press, is the slug feed hopper with inclined 
slug feed to the press. Then comes the extrusion press, 
with the electric annealing oven for aluminum tubes 
beyond it. In the left background is the decorating 
machine for printing the design with one conveyor flight 
coming down from the coating oven, the other going up 
to the second drying oven. 

This ‘“‘line’’ is operated by four girls, one operating 
automatic slug feed, extrusion press and combination, 
another operating the decorator, and two engaged in 
the work of capping and packing. 


Vibrating Filling and Bag 
Weighing Machine 


The Syntron Company, 250 Lexington Ave., Homer 
City, Pa., has recently placed on the market a new bag 
or sack filling machine which incorporates the principles 
of the company’s ‘‘Vibra-Flow’”’ feeders. 


And they more or less adopted the main essentials of 








































—count the pennies spent 
for WRAPPING 
It’s the little things that count. Pennies 


saved mean dollars saved . . . profits instead of 
losses. 


Have you checked wrapping costs lately? 
Do you know how little a Miller Wrapping Ma- 
chine costs or the variety of packages it will 
wrap? 

The MILLER has few limits. It wraps many 
‘timpossible’’ packages as well as the ordinary. 
One firm wraps thirty sizes. Adjustments take 
two or three minutes only. 










Cut your wrapping costs with the Miller Wrapping Machine 







NOTE: 
The Miller is instantly 
adjustable. Folding 






parts slide into adjust- 






ment. No cams or 






levers to change, no 






tools needed. 







Miller Model MP “‘Economatic’’ Wrapping Machine 


For BIGGER PROFITS write today. 










WRAPPING & SEALING MACHINE CO. 
14 S, CLINTON STREET CHICAGO 
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Eingravings 














The wraps for 
Beech-Nut Pack- 
ing Company’s 
Cream Crackers 
packages are 
printed from our 
precision en- 
gravings on 
CHAMBON- 
CHAMPLAIN 


machines. 


GARFIELD, NEW JERSEY. 


A Standard 
CHAMBOR- 
CHAMPLAIN 
printing machine 
which prints 
multicolor can 
labels at high 
speed, cutting 
them to. size 
and delivering 
them ready to use 
in subsequent 
packaging oper- 
ations. 
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If your printer uses 
Cylindrical Plates 
tell him about 
Chambon-Champlain 

















Etched from a steel or hard bronze cylinder and ground 
accurately to a satin-smooth finish, a CHAMBON-CHAM- 
PLAIN precision engraving presents a perfect printing sur- 
face. Its use practically eliminates make-ready and in- 
sures faithful reproduction of the design. 
these engravings are good for many millions of impressions. 


Chrome-plated, 


The making of precision engravings for all types of rotary 
presses is only one function of our new modern plant at 
Garfield, New Jersey, where every step in the design and 
manufacture of CHAMBON-CHAMPLAIN rotary printing 
machines is under ourcontrol. Producers of package print- 
ing are invited to submit their problems for study and an- 
alysis or to visit our plant. CHAMBON CORPORATION, 





CHAMBON-CHAMPLAIN 


ROTARY PRINTING MACHINES 


MADE IN AMERICA AT GARFIELD, N. J. 














The machine illustrated has a capacity range up to 100 
Ib. bags. Bulk material is fed from a storage bin or con- 
veyor to the supply hopper which is provided with a 
noiseless vibrator that keeps the contents agitated and 
prevents arching over and clogging. The ‘‘Vibra-Flow”’ 
feeder flows the material from the hopper to the bag 
opening, the bag or sack being held in a quick acting, 
hand operated chuck mounted on a scale beam. 

The initial flow of material through the vibratory 
‘‘Vibra-Flow”’ feeder is at high speed until the bag or 
sack is nearly up to weight. Then the scale’s movement 
cuts the flow, by electric control, down to a slow dribble 
and at exact weight cuts off the flow. 

All openings are sealed with balloon cloth to make the 
machine dust-proof, the bag holding chuck fits snugly to 
the opened sack and an exhaust port is provided in the 
tubular ‘‘Vibra-Flow’’ feeder for connection to a dust 
collecting system. Extreme accuracy coupled with 
reasonable operating speed are the outstanding advan- 
tages of this new equipment. 

Also illustrated with the machine is a vibratory 
packer, another Syntron Company product, onto which 
the filled bag drops when the holding chuck is released 
and which packs the bag’s contents down to the smallest 
content before the bag is slid along to the sewing ma- 
chine. 


FACTORY PACKAGING’S GREATEST FAILURE 


(Continued from page ss) the manufacturer himself is 
an apparent inability to think in terms of packaging. 
To the manufacturer, a package is too often not a pack- 
age at all—but a mere container. And he does not 
‘‘package’’ his product—he packs it. 

Under today’s selling conditions, obstinate adherence 
to so out-moded a point of view simply is not realistic. 
It is nonsense to limit the practice of packaging to 
such obvious and simple items as cosmetics, drug prod- 
ucts, hosiery and breakfast foods. Why must we stop 
talking of ‘‘packages’’ the minute the product is changed 
over to a teakettle or a dish-pan; a mirror or a set of 
dishes; a card-table or a refrigerator? By what form of 
verbal hair-splitting does an identical merchandising 
necessity collapse into learned and penny-pinching dis- 
cussion of ‘‘packing?’’ And why does a merchandising 
opportunity promptly lose itself in a dismal swamp of 
drab corrugated board; miserable imprinting design and 
application; and dingy, excelsior-wadded interior ar- 
rangement? 

As a matter of fact there are a few manufacturers in 
every line who make no such distinction. This article 
is not meant for them. It és addressed to the great 
majority of firms now supplying department stores with 
housewares, lamps, glass and china, games and toys, 
certain forms of furniture, blankets, pillows and heavy 
linens; and a host of other articles now ‘‘packed’’ to 
give more forms of trouble to the average store than their 
makers ever dreamed of. 

Eve Main’s encyclopaedic article on ‘’The Gift Package 
of 1937" in the May issue of Mopern PackaGING 








graphically described the many phases of packaging as 
now found in the modern store. Surely no reader of 
that article could still believe that merchandise can be 
merely ‘‘packed”’ and survive. 

Yet ‘‘packing’’ has been the main concern of manu- 
facturers, and even in that sense has been, and is, a 
failure in modern store operations. Therefore we have 
two angles to consider—the functional performance of 
the factory package within the store; and its merchan- 
dising job as a part of the sales picture. 

A moment’s thought will prove that the ‘“‘shelf”’ 
package has a physical function of limited scope. Pri- 
marily, it must be adapted to the assembly line and 
machines in the factory where it originates—and need 
not concern itself with operating details in the retail 
outlet. The article contained is usually small, shipping 
is taken care of by the master container holding a gross 
or more of the individual cartons; and delivery is not a 
problem. The package can therefore be designed for 
proper function in the plant, and for maximum visual 
appeal on the shelf. That is the extent of its require- 
ments, in the main. 

Department stores offer a much more complicated 
routine for the package to make its way through, and 
require an operating technique so elaborate that the 
package—valuable or not—must often be sacrificed to 
sheer necessity if the wheels are to be kept going. There- 
fore, the functional side of the factory package as ob- 
served in the store must come first in any discussion. 
Not because it is more important in the end, but because 


the early history of the package in the store is built on 
operating details. There are whole sets of motions 
through which the article and its package must go be- 
fore either ever reaches the sales floor. There are addi- 
tional and vital routines by which the merchandise 
finally leaves the store and reaches the customer's home. 
These operation details make or break the package in 
the end, and it is necessary that their complexity shall 
be understood if the factory package is to survive to reach 
the customer. 

A glance at the chart in Fig. 1 will show that the 
history of package performance in the store is indeed the 
entire sales history of the merchandise itself. It will 
show that, unlike the shelf package, factory packaging 
for retail stores must meet not one or two tests, but ten. 
And of these ten all but the last three can eliminate 
the package for a store-made substitute before the 
customer ever sees the original object of its sponsor's 
time and money. In fact, one of the country’s biggest 
stores reports that less than fifteen per cent of factory 
packages survive this elimination process in its own 
set-up! 

Here is no simple matter of packaging a national 
brand product at the factory for an impersonal, greased 
lightning progression through distributor to dealer and 
across the counter into the customer’s handbag. Not 
at all! Right from the beginning we run head-on into 
two major factors which change the entire approach. 

The first of these, and the most important, is that in the 
customer’s mind her purchase is made from the store. 
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No. 17-A. Improved 
Automatic Tube Fill- 
ing, Closing and 

Crimping Machine 






All of these improvements—yet no increase in price. Write 
today for a sample tube and full information on this machine. 


ARTHUR COLTON CO. 


2602 JEFFERSON AVE., EAST 
DETROIT 


YOUR IMMEDIATE ATTENTION IS CALLED TO THIS NEW 
No. 17 Type A IMPROVED AUTOMATIC TUBE FILLING, CLOSING 
AND CRIMPING MACHINE for SEALING COLLAPSIBLE TUBES. 


The famous COLTON CLOSURE machine has been greatly improved and simplified. 
It now offers you these new advantages: 


Motor is underneath, out of the way. 

Equipped with REEVES drive for speed control. 

New design filling head gives a positive free smooth action of nozzle. 
Start and stop push button switch. 


Two hand levers. One for starting machine proper. One for stopping and start- 
ing filling mechanism. 


MICHIGAN 
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Not from the manufacturer by brand name, almost direct. 
Not from the manufacturer's national advertising, ex- 
cept indirectly. She buys from the establishment on the 
corner of Main Street, and having bought she introduces 
the second factor—she probably expects the merchan- 
dise to be delivered by the store. 

These two factors emphasize the point in department 
store selling which is not present in the almost mechani- 
cal retailing of the shelf package; and that is the individ- 
uality and prestige of the store itself, and its very 
intimate relationship with its customers. The modern 
department store is ot an organization; it is an institu- 
tion. It is prepared to go to any lengths to serve its 
customers, and does. Asa result, the customer looks to 
the store—not to the manufacturer—for warranty of 
the merchandise; for satisfactory delivery to her home; 
and for adjustment of any complaint she may have. 

The end objective of packaging for the department 
store is therefore a satisfied customer. Preliminaries 
leading to simpler, faster progress of merchandise 
through the store must—by speeding operations and 
by cutting costs—lead to the same objective. They are 
not ends in themselves. 

Over and over again this same principle arises in 
study of the store packaging picture. The customer must 
be satisfied with merchandise as received. The package 
must be designed to avoid the ten stumbling blocks it 
encounters in store operation, certainly—but it must 
play its part in pleasing the customer while so doing. 
At first glance this would seem easy enough, with all 








the technical and design talent available to modern 
package production. But a walk through the store 
operating divisions represented by the chart will give a 
better picture of the pitfalls that develop. 

The Packing Room at the factory is responsible for 
many of the worst failings of the manufacturer's package. 
Since the package should be designed after experience 
with the merchandising history to follow, we can go on 
for a look at what the package will be getting into, not- 
ing which of the flaws that will appear could well be 
corrected at this initial point. We will find that most 
factory packaging has been tackled blind by production 
people that knew nothing of distribution. Shipping 
regulations have improved shipping performance to the 
point where we may assume, however, that the mer- 
chandise has reached the store safely. 

Our first stop is the Receiving Room. Why is it that 
so many packages get no further; why are so many un- 
packed and discarded at this point? Because past experi- 
ence in various departments has noted package troubles 
that can well be anticipated and headed off at the earliest 
possible moment. As a springboard into store opera- 
tions, the Receiving Room has learned to deal abruptly 
with package flaws that might cause trouble farther 
down the line, where they cannot be so readily handled. 
Thus the Receiving Room has become heir to many of 
the commonest complaints as developed under store 
conditions, and assumes responsibility for discarding | 
packages that might not cause trouble there at all. 

A typical example is the ‘‘wrong unit of sale."’ The 





Ross- Waldron Development Facilities 


ROLL COATING 
KNIFE COATING 
SATURATING 





FLOATER DRYING 


IMPINGEMENT 
DRYING 


ZONED DRYING 


Our Versatile Semi-Commercia! Unit 


TRAINED COATING & DRYING TECHNICIANS AT YOUR SERVICE 





JOHN WALDRON 
CORPORATION 


Main Office and Works: NEW BRUNSWICK, N. J. 
Chicago New York Portland, Ore. 






| OVER A CENTURY OF EXPERIENCE 
foun DING PAPER CONVERTING MACHINES 


wy 





J. O. ROSS ENGINEERING 
CORPORATION 


Main Office: —350 MADISON AVE., NEW YORK 
Chicago Detroit . Portland, Ore. _ 
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classic example of this common fault is furnished by the 
manufacturer who packed two copper wash boilers in a 
single crate. Obviously, the chance that any one custo- 


mer would buy more than a single wash boiler must be | R I '% H A R D S O N 


very slight, and the merchandise required complete re- 
packaging by the store. Manufacturers of everything | 

from hosiery to housewares make this same mistake in | Presents the NEW 
some form, and with the same result to the store. 

Fig. 2 shows a case in point. This package for six T R I P L E 4 
glass tumblers was used over a long period of time. 
Aside from the fact that its outer and inner styling were 
poor—a subject that will be dealt with later—the quan- 
tity contained was absolutely incorrect. Sales records 
showed that the usual purchase was either eight or a 
dozen glasses; probably governed by bridge table enter- 
taining. It was very rarely six. 

A sale of eight, the commonest order, meant that one 
complete factory package had to be supplemented with 
two individual tumblers. Since there was no practical 
way to wrap the loose tumblers with the large box in a 
single bundle, the half dozen also had to be unpacked 
and all eight repackaged in a store box. The manu- 
facturer’s package was of course discarded and joined the 
other failures in the waste chute. A new dozen package 
now delivers either eight or twelve glasses to the custo- 
mer with a minimum of trouble to the store—and is a 
distinct economy for the manufacturer at every step of 
his own handling, including original cost. 

Another important fault is ‘poor delivery protection.”’ 
Articles are often packed at the factory in a manner 
strong enough to reach the store, but individual packag- 
ing is not strong enough for further delivery to the home. 
The commonest form of this trouble is a quantity of 
flimsy chipboard cartons inside a master container. The 
outer container delivers the inner cartons and their con- 
tents safely to the store; but the familiar individual 
carton will not stand retail delivery. What happens? Richardson net-weighers provide speed and accuracy at reasonable 
The Receiving Room knows that it will be too expensive | purchase and operation costs. Place your problems before a Rich- 
to supplement the individual package with enough addi- |  ardson engineer. No obligation. Consult our nearest office. 
tional wrapping to survive delivery, and the whole setup 








An automatic net-weigher for odd lots and short runs . . . one of 
many special types developed by Richardson for hundreds of manu- 
facturers in the last thirty-five years. 


is discarded for a fresh start in a strong box. This is Saas inewenes Canton pearig 
é : Pulverized Coffee Cereals Feeds 
because many manufacturers do not realize that delivery Carbon Black Latex Eyelets 
i i , Chocolate Liquor Seeds Pills 
in a big city may demand more strength factors than Pr veh pe On 
even straight shipping! Biscuit Flour Suger Cocoa 
Cocoa Butter Macaroni Dog Food 


The third major eliminator of factory packages is 
fundamental. In many forms of merchandise, marking —_ 
and ticketing of every article is necessary. Package RICHARDSON SCALE CO. 
after package fumbles this necessary feature and the con- Factories at Cuirton, New JERSEY 
tents must be entirely removed to manage it. What 


’ Representatives at 
happens to wrappings and ties and fancy ribbons then? P 





+ 38 : New York [Od ab ter: Buffal 
The effect of the original package is so completely ida a eg 
- ll h : Philadelphia Boston Columbus 
spoiled that the store starts all over again with its own pais Minrteapsiie Meiers 
box, instead of replacing the merchandise. Atlante Montreal Sak Trdieue. 
Finally, we touch again on the subject of the store’s a 
5 : ; ; for 35 years makers of ali types of auto 
own prestige in reaching the fourth reason for discarding | matic industrial scales for liquids and sol 
. ids, proportioning and batch weighing sys 
factory packages. Blatant display of brand name and | tems tor glass making, chemicals, etc., and 
5 ne . : : ¥ | 1 complete line of packers for powders 
advertising message; use of every inch of package sur- dirisga, ote. into small aeek eomnalianadann 
face for self-glorification by the manufacturer; is auto- | bags and bottles 


matic elimination in the largest and finest stores. Minor 
violations in taste can be covered over with tape, but the 
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@ WOULDN'T YOU LIKE TO KNOW... 


how a prominent manufacturer of 
bottled beverages solves the vari- 
ous problems involved in the prep- 
aration of his product for retail 


distribution? 


@ AND WOULDN'T YOU LIKE TO HAVE... 


the 
mechanisms used in changing the 
direction of a package as it passes 
assembly 


a complete description of 


through the various 


operations? 


chinery and Equipment Section. 




















IMPROVED SLITTER 


Produces clean cut and uniformly 


wound rolls of Cellophane, 


Sylphrap, Kodapak, Protectoid, etc. 


CAMERON MACHINE COMPARY 
6lPoplar St. BROOKLYN_N.Y. 
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Then look for the September issue 
of Modern Packaging in which 
these interesting and intormative 
articles will appear, in the Ma- 








billboard pack-pads some manufacturers award 





them- 


selves and their products on the exteriors of their car- 
tons leave the store no room for its own self-respect. 
The packages must therefore be discarded for something 


more representative of the establishment. 
To the best retailers, the correction of these 


faults 


by replacement is more than a matter of furnishing 


another package for the merchandise. 


It also involves 


unpacking expense, repacking labor, delay in turnover, 
space, supervision and overhead! If factory packages 
are bad enough to warrant so much trouble, the flaws 


must be serious and important ones. 
ously affect distribution costs. 
By the same token, the manufacturer must be 


And they obvi- 


losing 


a good deal more than his original carton cost and pack- 


ing time. 


His own identity has been sacrificed, for one 


thing. One last chance to impress the buyer with his 


product’s background has been lost, and with it 
up with his advertising, his reputation and his 
products. 


a tie- 
other 


A main channel for the return of packaging 


expense in the form of merchandising value and customer 
good-will has been blocked, and an adverse current has 
been created—against which the product must fight a 
battle of its own—in the flow of store operating distri- 


bution. 
heavy penalty for mere lack of attention to detail. 
Going on to the Stock Room we find a further 


Taken together, these two negatives inflict a 


weed- 


ing out of packages, mainly along the same lines as 


above. 


The handling that the packages have received 


in arriving here destroys some of them—others are dis- 
carded to allow merchandise to be displayed and handled 
more easily. The store unit of sale takes precedence over 


the quantity selected by the factory as suitable for a 
package, at this point. 
for that reason. 


single 


More packages are discarded 


The Section offers fertile ground for package correction. 


Here we find the arena where the actual sale takes 


place; 


and where the package’s versatility is tried to the ut- 


most. 
utilized here. 


Such display features as are possible must be 
There must be flexibility in handling 


from stock to sales floor to delivery, with ease in ex- 


amination of contents. 


If the merchandise is sold from 


floor sample a factory package may go direct from stock 
to delivery, but there must be no chance for error in 


color, size or finish as ordered by the customer. 


Finally, 


the factory package and its interior should be planned to 
offer an attractive background for the merchandise when 
unpacked in the customer’s home. Otherwise she may 
decide that the article is not as good a buy as it appeared 


to be at the store, and return it. 


Remember that the floor sample is displayed in beauti- 


fully lighted, smartly arranged surroundings. 


There 


must be no let-down when the customer first sees the 
article again at home—or the merchandise becomes part 
of that great portion of purchases returned to the store 


after delivery. 


In some quality stores, this return per- 


centage amounts to more than one-fifth of all goods sold! 
Take-With represents another critical point at which 


many factory packages fail. 


In larger cities, delivery 
| expense will nearly wipe out the profit on certain types 








of merchandise. The package should be one which will 
allow the customer to tuck her purchase under her arm 
and walk out of the store with it. Speed and conveni- 
ence require many stores to substitute paper bags at 
the wrapping desk for manufacturer’s cartons on which 
enormous design effort has been spent. The bag can be 
handed to and carried away by the customer with greater 
ease and promptness than wrapping a box allows. 

If the package is not accepted for Take-With, and goes 
on to delivery packing, we find that mechanical 
function becomes the factor for judging elimination. 
The first duty of a package is to protect the merchandise. 
It is worth repeating that retail delivery is a greater 
test of package strength and safety than even straight 
shipping, in some cities. Here again we find that the 
largest stores have standards of their own, since their 
problems are more elaborate than those of smaller stores. 

A single package that is basically strong and may be 
supplemented—that is, reinforced with additional wrap- 
ping in the store—has a chance to pass through. It 
then remains in its original state, but as a foundation for 
the final wrapping approved by the store. If it is of 
flimsy construction to begin with the addition of con- 
ventional supplementary materials will not help and an 
entirely new package must be created by the store. 
Likewise, if the interior packing or suspension of the 
article is such that the package must be opened and extra 
packing provided for safety, the chances are that the 
factory package will be discarded and a store substitute 
built from the ground up. 

From this point we have no further elimination of 
factory packages by the store, since the merchandise is 
now on its way to the customer. We do have, however, 
constant and critical observation of the performance of 
the package in the remaining sales history of the mer- 
chandise. And this portion of department store opera- 
tion is the most delicate of all in factory package per- 
formance—since only now does the package itself come 
in contact with the customer. 

Delivery has a way of making the best factory packing 
engineers look like amateurs. The most carefully 
planned pre-packs develop flaws in the package chutes, 
conveyor belts, hampers, sub-depot bins, and slam-bang 
delivery usage common to big stores. Add to these 
hazards the chances of rainy weather, a few falls, and 
some tossing around in basements or freight elevators of 
a big apartment house—and quite a load has been added 
to the usual carrying strains. 

Acceptance in the home is the objective of store selling. 
Delivery damage means trouble for the store. Fig. 3 
shows a package which is certain to get very poor accept- 
ance from the customer. The reader can imagine the 
skeptical examination the contents of such a package 
will receive. And if there is damage in delivery a whole 
chain of expensive consequences results. The customer 
is annoyed at the store; and if the article was needed she 
is annoyed at the delay for replacement. The store 
must be notified, another truck call must be made for 
pick-up and return, and a second delivery is required. 
Then a long series of adjustments has to be entered in the 








Undoubtedly the most novel slitter and rewinder 
developed in many years, is the 


BECK “RAZOR BLADE” SLITTER 


Unique in its performance it slits and rewinds cellulose 
materials, glassines, etc., with a polished and clean edge, 
and produces rolls that are properly wound. 

Razor Blades cost little—upkeep therefore low. Sim- 
plicity of construction means reduced labor costs thru 
quick adjustments. 





Also BECK AUTOMATIC ROLL SHEET CUTTER 


Send for circular 


CHARLES BECK MACHINE CO. 


13th & Callowhill Streets Philadelphia 
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records; involving the store, the customer, and the 
manufacturer—while the problem of mark-down and 
disposal of the damaged article still remains. This 
sketchy description scarcely covers the whole picture of 
loss in money, time and good-will suffered by the store 
through such a performance failure. Be assured that it 
is part of the darker side of a merchant’s life; and that 
it offers ample reason for the most minute attention to 
package function. 

Customer Returns and Adjustments also derive from 
poor acceptance in other ways than actual delivery dam- 
age. It is impossible to generalize as to the qualities 
of any given department store package which make it 
—and its contents—acceptable to a woman purchaser. 
It is, however, not at all difficult to point out qualities 
common to factory packaging which definitely depre- 
ciate the merchandise itself. 

Any manufactured article displayed in an architec- 
turally beautiful sales setting; in a modern store; 
mounted on modern display counters; and illumined by 
the last word in modern lighting—sets an appearance 
standard for itself that is indelibly photographed on the 
customer's mind. It is harder and harder for the factory 
package to meet this appearance standard as the quality 
of the store improves. That is, the finer stores that offer 
the richest market are the stores where the contrast 
between sales surroundings and delivered appearance is 
greatest at present. 

It is easy to see why this is true. The smaller store 
displays and delivers on just one basis—price. The 
better stores sell quality, prestige, guaranteed satisfaction, 
elaborate service—all the things thatattract the customer 
willing to pay a premium for assured pleasure in her 
purchase. It is obvious that the factory package geared 
to the low requirements of the ‘“‘price’’ store will not 
answer for the quality retailer. 

The appearance standard cannot be maintained in 
ugliness—ugly packing material; ugly surface imprinting; 
ugly interior arrangement. That is, it cannot be main- 
tained by dumping a fine product into the customer’s 
home in a battered package such as has already been 
illustrated, drab and unexciting anticlimax to the fun of 
making the purchase. Or by using flashy, raw imprint- 
ing colors and layouts. Or by loading the interior of 
the box with crumpled, dingy paper as a shock insula- 
tor—or the more common excelsior with its dust and 
litter—see Fig. 4. Rigid partitioning arrangements 
that take all the tools in the house to dislodge are just 
as bad for inner packing. 

Every maker of merchandise ought to make it a point 
to be at home to receive one general delivery from his 
own department store. He should listen carefully to 
his wife's comments as she (Continued on page 134) 


These illustrations show contrast with those re- 

produced on page 55, indicating how modern 

interior packing not only is light in weight but 

protects contents against damage and is easy to 

unpack. Photos by courtesy of Robert Gair 
Company, Inc. 
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SELECT A STYLISH, 
COLOREUL CLOSURE 








RIM, colorful metal caps give 
these modern ““Hyglo” pack- 
ages added eye-appeal to help 
create greater consumer interest. 
Two types of Armstrong’s Metal 
Caps seal these packages. The 
*“Wave Set” containers wear green- 
coated Armstrong’s Single-Shell 
Metal Caps... and the “‘Cream” 
jars are sealed with white-coated 
Armstrong’s Double-Shell Jar 
Covers. Both types add an addi- 
tional note of style and color to 
the packages—both are sure-seal- 
ing and easy for consumers to 
remove and replace when opening 
and re-sealing the jars and bottles. 
In addition to Metal Caps and 
Jar Covers, Armstrong also manu- 
factures a complete line of Corks, 
Molded Plastic Caps and Jar 
Covers, and Crown Caps. Arm- 
strong also sells the du Pont line 
of CEL-O-SEAL caps and bands. 
No matter what your sealing prob- 
lem may be, there is an Armstrong 
Closure to meet the sealing re- 
quirements of your product. For 
full information, send for your 
copy of Armstrong’s new catalog 
“Better Seals for Better Sales.” 
Write today! Armstrong Cork 
Products Company, Clo- 
sure Division, 916 Arch 
Street, Lancaster, Penna. 
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THERE’S AN ARMSTRONG CLOSURE FOR EVERY SEALING NEED 
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EDITORIAL OPINION 


A MEASURE OF PACKAGE EFFECTIVENESS 


‘Astronomical figures,’’ declared General Hugh John- 
son, in referring, in his talk at the 1936 All-America 
Presentation Dinner, to the yearly expenditure of five 
billion dollars for packaging. ‘“‘I gather that it costs 
nearly as much to wrap packages around a product as it 
does to produce it.” 


Yes, packaging does cost money, and there is no indi- 
cation that the bill for packages, which is ultimately 
paid by the consumer, will grow less. As a matter of 
fact, the consumer has asked for it. But he or she has a 
pretty definite idea of what a package for a given prod- 
uct should be; anything sub-standard will receive but 
little acceptance; that which transcends the average 
gets proportionately greater attention. 


But even though the consumer ultimately pays the 
bill, the manufacturer who uses packages for his product 
recognizes that he cannot ride ‘‘rough shod’’ in his 
package expenditures. They must be confined to a 
figure that will permit an adequate return, to him, for 
such expense, and at the same time will not exceed that 
which the “‘traffic’’ will bear. Which means that he 
must get the most for his money in the design of his 
package, and that ‘‘most’’ is expressible in terms of 
its acceptability by consumers. 


Not all manufacturers utilize the services of experi- 
enced package designers. But none, certainly, are so 
short-sighted as to overlook what has been done in the 
direction of consequential package design. Occasionally, 
of course, there are evidences of what we may term a 
manufacturer's ‘‘smugness’’ in which he assumes that 
his ideas concerning his package are superior to those 
which have already been proven successful. But, by and 
large, these outbursts of egotism are wasted effort, and 
usually result in the substitution of a sensible package. 


But, very definitely, there have become established in 
the packaging field certain ‘yard sticks’’ whereby pack- 
age design practice and package performance can be 
measured. As compared with some years ago, when 
package performance was given but slight recognition, 
we now have direct evidence of what may be accom- 
plished—either in the form of improved sales results, 
greater distribution among retail outlets or other ad- 
vantages that can be directly attributed to improved 
packages. Package research has taken its place in the 
plan of study which the manufacturer now pursues for 
the progress of his business. And there are other in- 
fluences working in the direction of obtaining the mea- 
sure of package effectiveness. 


Among these, we believe (and this opinion is not 
alone because of personal enthusiasm for something of 
our own initiation, for there is ample evidence to show 
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that such enthusiasm is shared by the entire packaging 
field) the All-America Package Competitions occupy a 
place which is unequalled by any similar endeavor. 
The rules governing the entry of packages are such as to 
place no restrictions on any manufacturer who wishes to 
receive an appraisal of his current packages. The classi- 
fication of the various groups is so planned as to secure 
recognition of each division in relative proportion, and 
thus permit a comparative study of each group to be 
made. The selection of the judges is made with due 
deference to the experience and ability of each to judge 
package values in accordance with the thinking of the 
faction which each represents. The basis on which the 
gradings or ratings are given includes the consideration 
of every factor involved in the design, production and 
distribution of each package which is judged. 

But it is not sufficient—if the packaging field is to 
receive the full benefit of the All-America Competitions— 
that these findings remain within the knowledge of a 
comparatively small circle. So that every effort is made 
to give the widest publicity possible to the successful 
packages. This is done not only through the pages of 
Mopern PackaGING, and featured as well in the columns 
of other business and general magazines, but by means 
of traveling exhibits which are shown under the auspices 
of various advertising and sales clubs, in this country as 
well as abroad. Through the helpful cooperation of 
such groups as the Advertising Federation of America, it 
has been possible not only to stage these exhibits, but 
also to arrange many interesting meetings at which 
packaging has been discussed by those thoroughly com- 
petent to do so. 

This year saw the introduction of the color and sound 
moving picture ‘‘The Miracle of Modern Merchandis- 
ing’’ which features the winning packages in the 1936 
All-America and explains the work of the judges. By 
this means alone, interested executives the country over, 
as well as in England, France and Australia, have had 
an opportunity to observe first-hand what takes place in 
the determination of a successful package. 

But the work does not stop there. For each year a 
performance record is obtained concerning each selected 
package of the year previous—a ‘“‘check-up’’ not only 
on the findings of the judges but on the manner in which 
each package has been received by consumers. 

Here, certainly, is one means whereby the manufac- 
turer can determine, comparatively, how he can get 
‘‘the most for his money in the design of his packages.”’ 
The All-America definitely offers a measure of package 


effectiveness. 








At the great Burt plant there are machines which, on reasonably long runs, can produce boxes at 


substantially lower costs than they have ever been produced before. 


But many manufacturers have never compared costs. Many are still having their long runs pro- 


duced on machines suited, today, only for short run production. 


And they’re paying a heavy premium for this inefficiency. 


If you are among them, we suggest a note to Burt for information about Burt’s special and ex- 


clusive machinery and the advantages it affords the box-buyer. 





F.N. BURT COMPANY, INC. 


900-5340 SENECA STREET, BUFFALO. 
NEW YORK CITY-— 630 Fifth Avenue, Room 1461 
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AMERICAN BAKERS ASSOCIATION will hold its 
fortieth annual convention and annual bakers’ meeting 
at Kansas City, Mo., Oct. 24 to 27. 


HOWARD E. WRIGHT has been appointed branch 
manager of Armstrong Cork Company’s Closure Division 
office at 295 Fifth Ave., New York. Mr. Wright joined 
the company in 1895 and for many years has been senior 
salesman in the New York district. He replaces HOW- 
ARD W. KNAPP, who is retiring from active service 
after 46 years in the employ of the Armstrong Cork Com- 
pany. Mr. Knapp joined the company in 1891 and was 





HOWARD E. WRIGHT 


for several years superintendent of the Williamsburg 
Company, a former Armstrong subsidiary. He later 
joined Truslow and Company, where he was office man- 
ager and served in a similar capacity in Armstrong’s New 
York office. He was appointed district manager of 
the Closure Division in New York in 1929, which as- 
signment he filled until his retirement. 


HOWARD M. BUCKMAN, advertising manager of 
the F. J. Stokes Machine Company, and formerly vice- 
president of the Roland G. E. Ullman Agency, has been 
appointed business manager of the George School, New- 
town, Pa. He began his new duties in May. 


THE DOBECKMUN COMPANY of Cleveland, manu- 
facturers of cellophane products, has purchased from the 
Crown Zellerbach Corporation the properties of the 
Western Shellmar Products Company of Oakland, Calif., 
and will operate them as a Pacific Coast branch factory. 
The purchase will add about 20 per cent to the volume 
of business of the Dobeckmun Company and places it in 
a position to expand and speed up its service to the Pacific 
Coast and Rocky Mountain markets. 
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Z PACK CORPORATION, owner of the Z quick 
freezing process, has formed the ‘‘Haven Brand Frosted 
Seafoods Company,”’ a division of Harold E. Hamblen, 
Inc., 479 First Ave., New York. A full range of round 
fish, pan-dressed fish, oysters, scallops and other sea- 
foods are ready for both institutional and retail trade. 


NATIONAL PRINTING AND ALLIED INDUS- 
TRIES EXPOSITION that was to be held in the Coli- 
seum, Chicago, opening June 12, postponed its opening 
until Sept. 11, 1937. This postponement will enable 
companies who are now behind on orders to get caught 
up and will give them more time to plan finer exhibits 
for the Fall. 


NORTH BERGEN VARNISH CORPORATION has 
opened executive and sales offices at 473 Canal St., New 
York. The sales department is under the direction of 


E. W. Holland, general sales manager. The factory in © 


North Bergen, N. J. will continue under the supervision 
of W. J. Harris, vice-president and general plant manager. 
Additional plant facilities, plus the convenience and ad- 
vantages of the New York address, will enable the 
company to be of greater service to customers. 


James Beckett, Chicago; Frank W. Cray, New York; 
Robert Kuhn, Cincinnati; and T. A. Ryan, New York, 
are newly elected vice-presidents of the INTERNA- 
TIONAL PRINTING INK CORPORATION, in addition 
to the officers already announced. Directors of IPI are 
Bromwell Ault, A Wallace Chauncey, E. W. Pittman, John 
W. Power, H. A. Smith, R. W.Smith and H. B. Woodman. 


STANLEY J. McGIVERAN, formerly assistant general 
sales manager of the Glass Container Division, Owens- 
Illinois Glass Company, has been appointed to the newly 
created position of director of advertising for the parent 
company. Mr. McGiveran’s appointment is in line with 
the organization of a parent company setup to work with 
major Owens-Illinois subsidiaries and divisions in plan- 
ning their advertising and publicity activities. These 
major divisions and subsidiaries include: Owens-Illinois 
Pacific Coast Company, Owens-Illinois Can Company, 
Libbey Glass Company, Owens-Illinois Industrial and 
Structural Products Division and the Owens-Illinois 
Glass Container Division with its numerous lines. The 
new department will serve also to coordinate marketing 
policies and stimulate cooperation between the com- 
pany’s several selling units. T. K. Almroth, as advertis- 
ing manager, will work with Mr. McGiveran in handling 
these activities in the enlarged field. 

































PUT THE Pusch OF RIDGELO-VARNISHED CARTONS 
IN GIFT OR EVERYDAY PACKAGES 





_ ogee we Jenn pea SAY! NOT BAD AT ALL. EXPENSIVE NOTHING! IT’S 
RIGHT, - WH ONLY TWO COLORS, 
saunas aa on te WRAPS AND FOUR oe ae — SS GLOSS 
CARTON. IT DOESN'T IVE COLORS. : VARNISH, SMOOTH, 
GET ACROSS DICK. I'LL SEE OUR WHAT'S THIS EXPENSIVE CLEAN, LASTING. 
. DESIGNER AND LOOKING FINISH? 


BOXMAKER, THOUGH. 





‘JACK, YOUR EYE- DON'T FORGET THAT 
CATCHING VARNISH FINISH IS MOISTURE- 
HAS DONE THE TRICK. RESISTANT~ 

WE'RE DOUBLING A PROTECTIVE 
ORDERS ON THIS FILM, TOO. 
NEW CARTON. 



























Did you know that boxboard can be a bright white after 


AND I'LL TELL HIM varnishing? RIDGELO Clay Coating is now available in a special 





4 TO STICK TO surface that makes all gloss finishes brighter. These Becton-Dickinson 
TELL YOUR RIDGELO CLAY cartons are fine, bright varnished packages. e 
BOXMAKER FOR ME, COATED BOXBOARD, Samples showing their finish treatment will R : d e i 
I'M SATISFIED. TO KEEP yOu be sent on request. 
THAT WAY. 


RIDGELO—''THE BEST KNOWN NAME IN BOXBOARD"’’ 
MADE AT RIDGFIELD, N. J. BY LOWE PAPER COMPANY 


Representatives: W. P. Bennet! & Son, Toronto « E. C. Collins, Baltimore « A. E. Kellogg, St. Louis * MacSim Bar 
Paper Co., Chicago ° H. B. Royce, Detroit * Pacific Coast Distributors: 13)fo) <= Pan Cos LERCH Kon''ael-MLMVA-)1(-) 9 ole (ol ol eo} ol-) al vor 











PLANTS AND PERSONALITIES 


EDWARD S. DAVIS, formerly in charge of special 
fabrics promotion for The United Cotton Products 
Company, has joined The Mennen Company, Newark, 
N. J., as assistant sales manager. Earlier, Mr. Davis 
had served for eight years with The United Drug Com- 
pany in the sales and advertising departments. 


PETER JORGENSEN, who has been associated with 
The Karl *Kiefer Machine Company for many years as 
Pacific Coast representative, has been succeeded by 
Charles F. Jenz. Mr. Jenz, although a former resident of 
California, has been working out of the company’s Cin- 
cinnati office for some time. He will have his head- 
quarters at 433 California St., San Francisco, Calif. ; 
telephone Douglas-8587. 


RIEGEL PAPER CORPORATION has purchased a 
timber tract of 130,000 acres from Waccamaw Lumber 
Company in Columbus and Brunswick Counties, North 
Carolina, and will build pulp mills employing at first 
500 or more men, and additional workers when a paper- 
manufacturing plant is built later on the property. 

According to John L. Riegel, president, no pine will 
be.cut from the holdings for several years, but in the 
meantime 75,000 cords of wood will be purchased annu- 
ally from timber owners in North Carolina and pulp will 





Announcement has been made of the completion of the 
consolidation of Robert Gaylord, Inc., and Bogalusa 
Paper Company, Inc., to form the GAYLORD CON- 
TAINER CORPORATION, a Maryland corporation, 
with principal offices in St. Louis, Mo. The consolida- 
tion brings together in corporate form, without change 
in personnel or policies, two organizations that have 
long been closely associated. It combines the pulp, 
board and paper mill properties of Bogalusa Paper 
Company, Inc., with the large converting and selling 
facilities of Robert Gaylord, Inc., in the corrugated and 
solid fibre shipping container, carton, and bag fields. 

Officers of the new corporation are the following: 
Chairman of the Board, A. Conger Goodyear, formerly 
president of Bogalusa Paper Company, Inc.; president, 
Clifford W. Gaylord, formerly president of Robert Gay- 
lord, Inc.; first vice-president, C. W. Goodyear, formerly 
vice-president and treasurer of Bogalusa Paper Company, 
Inc.; executive vice-president, Vertrees Young, formerly 
vice president and general manager of Robert Gaylord, 
Inc.; vice-president, M. E. Cody, formerly general 
manager of Bogalusa Paper Company, Inc.; vice-presi- 
dent, J. M. Arndt, formerly vice-president directing sales 
of Robert Gaylord, Inc.; treasurer, E. J. Spiegel, for- 
merly treasurer of Robert Gaylord, Inc.; secretary, 
J. M. Gieger, formerly secretary of Bogalusa Paper 
Company, Inc. The general offices of the company are 
located at the old Gaylord headquarters at 2820 South. 
Eleventh St., St. Louis, Mo. 





be shipped to the corporation's plants in New Jersey. 
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TRANSPARENT RIGID CONTAINERS 


Show your product to best advantage with 
Emeloid Transparent Containers. Displaying 
each product in a ‘“‘show-case’’ of its own raises 
it above competitive merchandise; multiplies 
its sales-appeal! Rigid construction affords 
ideal reuse. 


The EMELOID CO., Inc. “imate 


New York City, Phone: REctor 2-8554 


Phone: KEarny 2-1414-5-6-7 


Emeloid Transparent Containers provide com- 
plete visibility along with protection from dust, 
moisture and air. 
hances the ‘Quality Appeal” and displays 
the product most effectively. | Send us your 
package problem—no obligation, of course. 


Their crystal-clearness en- 
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OFYLES change ... packaging designs must be 
modernized . . . that which is excellent today 
may be out-of-date tomorrow to the greatest buyer 
in the world—the American woman. She appre- 
-ciates. color when it is used skilfully ... when it 
harmonizes attractively. A drab package turns 
away sales. Heekin offers you the services of its 
staff of artists and designers. May we work with 
you in satisfying your metal packaging problems? 


THE HEEKIN CAN CO., CINCINNATI, OHIO 


HEERIN littograrreo CANS 


WITH HARMONIZED COLORS 
THE HEEKIN CAN CO., CINCINNATI, 
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By JOSEPH C. BLAICHER* 


BUSINESS MEN have long realized the necessity of hav- 
ing their books audited periodically, by outside unbiased 
and impartial authorities, and of taking inventory of 
their physical assets at regular times. But it is a rather 
new idea to have an audit made of sales problems and op- 
portunities which, through the application of a tested and 
proven set of principles, applied to a selling problem (as 
the auditor applies his principles to the problem of ac- 
counting) permits a clear-cut picture of the sales situa- 
tion, past, present and future. 

In the development of ‘The Sales Audit,’ Verneur E. 
Pratt, its author, pointed out that a successful marketing 
plan could only be evolved from a consideration of four 
simple but significant steps: (1) collation and classifica- 
tion of facts about an individual business, such as, what 
the product is, how it is made, its advantages, what 
human needs it best serves, the market for it, competitive 
factors, method of distribution and record of sales over a 
period of years, compared to potentialities; (2) analysis 
of these facts to reveal how well the product meets the 
needs and desires of potential consumers, sales resistances 
that must be encountered and overcome, study of dis- 
tributive method to determine its efficacy, opinion of 
jobbers and dealers towards the product, methods em- 
ployed to inform the market of the product and encour- 
age trial and purchase; (3) correlation of these facts, 
assisted by outside research and study, to form a sound 
foundation for the marketing plan; and (4) working out 
of the plan, budgeting expenses and getting it into action. 

On the basis that no structure can be stronger than its 
foundation, Mr. Pratt lays particular emphasis, in the 
development of sales and advertising programs, on the 
importance of making the final plan logical, feasible and 
profitable through making sure that the foundation 
therefor considers eight important factors: 


1. Finding the dominant idea within the product or 
its use which will most strongly appeal to the 
largest possible number of prospects. 

2. Developing the copy appeal to be attuned to that 
human desire which will actuate the greatest 
number to buy. 

3. Balancing the appeal between information, per- 


* General sales manager, Curt Teich & Company, Inc. 






MINIATURE MESSENGERS DELIVER POWERFUL PUNCHES 


suasion and reminder to insure the prospect's being 
brought to a point of conviction in a manner 
which will induce purchase. 

4. Requesting progressive action on the part of the 
prospect to insure his interest, furnish specific in- 
formation or otherwise provide evidence helpful 
in reaching buying action. 

5. Provide a stimulant to action, through announce- 
ment of an altered deal, change in supply, by an 
appeal to his emotions, or by proving what delay 
in doing so will cost him. 

6. Bringing the product and prospect together, in 
store, factory or home, so that by seeing the prod- 
uct in use every fear and doubt may be dissipated. 

7. Determining how often the prospect must be con- 
tacted to win him over, based on the time required 
for the ‘‘average’’ consumer to reach a buying 
decision whether the decision calls for simply a new 
expenditure or requires a change in buying habits, : 
whether the product is a one-time sale or is used 
and consumed and must be periodically replaced, 
and finally how general the information is abroad 
about the product, or similar ones. 

8. Selecting the media for the message, based on its 
cost, ability to accomplish its objective and its 
ease of use. 


Certain it is that there is nothing startingly new 
about these several factors. However, the contribution 
which Mr. Pratt has made to industrial planning lies in 
the clarity and definiteness of combining these oft- 
known but too often ignored business fundamentals of 
marketing strategy. 

One major criticism that may rightly be leveled at 
many of our present-day sales and advertising planners is 
that in their search for something highly novel and 
dramatic, something that will ‘‘knock the consumer’s 
eyes out,’ that they overlook the ordinary sales tools at 
their command which, if properly utilized, would ac- 
complish lasting good for them. While business may 
have its dramatic moments—the launching of a new and 
revolutionary product, the announcement of a breath- 
taking promotion, and like occurrences—it goes on its 
more or less bromidic way, momentarily staring at the 


Shown on the page opposite: Advertising post cards which demonstrate the following promotions for 


packaging equipment or packaged products: 1. 


Direct sales messages for wrapping equipment. 2. Dealer 


messages to keep interest alive between calls of salesmen. 3. Acknowledgment of orders. 4. To pro- 


vide customers with shipping data. Ad 
Pre-selling’’ a new display. 8. Announcement of special ‘‘deal’’ etc. 


signed or new packages. 7. 


Advance notice of new product. 6. Announcement of rede- 


Salesman’s advance calling card. 10. Series of four advertisements on post cards 
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array of business fireworks, but soon forgetting them in 
the more pressing routine of day-by-day activities. 

And, as has often been experienced, if sound, logical 
analysis has been done, such as covered by the foregoing 
outline, it is not infrequent that new life, sparkle and 
significance can be built into some of these useful, but 
often colorless, sales tools bringing them to a new height 
in interest and productivity. As a single example, take 
this matter of reminder messages. Every large manu- 
facturer of consumer products uses them in some form or 
another, but what is there to the average one besides a 
mere repetition of a name, with a slogan, and some form 
of unrelated color or decoration? Yet, when it is clearly 
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defined what the average consumer must be told about 
the product before coming to a buying decision, how 
simple does it become to enrich these reminder messages 
with evidence, performance and facts, both in word and 
picture! And further, when consumer psychology has 
been reduced to a definite number of known human de- 
sires, each with its own appeal and implied stimulus to 
action, how effectively may they be employed in the 
furtherance of the sales-building program. 
One of these little understood and unappreciated sales 
tools is the advertising post card. Mention these minia- 
| 
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ture messengers and salesmen to the average sales and 
advertising executives, accustomed to thinking in terms 
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of larger and more impressive media, and he will likely 
look on you with a certain air of condescension, forgiv- 
ing you on the basis that you just don’t know his busi- 
ness, its weighty sales problems and the fact that while 
post cards might work with some companies, they 
couldn’t possibly do a job for him, because his business 
‘‘is different.’’ But wherein lies the difference? Is it 
actual or is it largely a figment of his imagination, which 
is blinded by prejudice and ignorance, because of the 
meagre size and general lack of impressiveness of this 
medium? Going ‘‘behind the scenes,’’ few organizations 
indeed are there where such jobs as the following are not 
present, every one of which can be effectively and eco- 
nomically accomplished by properly planned and de- 
signed advertising post cards: 
Direct sale messages, to secure individual data, in- 
quiries or orders. 
Message to dealers to keep interest alive between calls 
of salesmen. 
Acknowledgment of orders. 
To provide customers with shipping data. 
Advance notice of the development or addition of a 
new product to the line. 
Announcement of a new or redesigned package. 
‘‘Pre-selling’’ a new window, counter or floor display, 
or some other special form of promotion to retailers. 
Announcement of special ‘‘deals,’’ price changes, etc. 
Salesmen’s advance calling cards notifying dealers of 
exact date of proposed call. 


Moderne 


Better e 


ANIGRAPHIC PROCESS - 


A PERFECTED METHOD OF PRINTING ON GLASS AND PLASTICS 


Inexpensive, Line or Halftone 
Permanent or semi-permanent 


One, two, three or four colors 
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As a series of advertisements, each card devoted to one 
phase or advantage in the use of the product, the en- 
tire series forming a complete argument in favor of 
the product. 


It is not contended that any one of these ten jobs in 
itself is an all-important thing, but each is capable of 
building a tremendous amount of good- or ill-will, al- 
together depending upon how much time, originality 
and thought goes into its planning and handling. Just 
as every salesman knows there are times and occasions 
when a short, pointed and well-timed sales talk can be 
effectively delivered, where a more lengthy and formal 
conference would be denied, so also in advertising and 
sales promotional programs, there are definite places for 
short but powerful sales punches. Supposing for ex- 
ample there are a dozen logical ‘‘reasons why’’ a dealer 
should be actively selling your product. You can in- 
struct your salesman to deliver these, either in his own 
language, or in the way of a “‘canned”’ talk, sales port- 
folio, presentation or some other form. Yet we know 
that the average person retains only about to per cent of 
what he hears, and, on that basis, what certainty is 
there that all twelve reasons will be remembered and 
exert their influence on your prospective dealers? Sup- 
posing on the other hand, you take these dozen reasons, 
make a real study of each one, and then by dramatizing 
them, in picture and color, supported by evidence, reduce 
them to a series of twelve advertising post cards, mailing - 
them so that on twelve nearly successive days your deal- 

















Anigraphic Process, Inc. 
305-13 E. 45th St., New York 


Murray Hill 4-0136 Ask to see samples. 
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ers get your message, told in the way you know will 
produce immediate results? 

Or if you happen to be selling industrial products, it is 
seldom the case that there aren’t several individuals who 
must be favorably influenced before negotiations can be 
brought to a successful conclusion. Each has his own 
interest, whether it be production, engineering, research, 
sales or management. What is more logical than a series 
of post cards, written entirely in terms of the interests of 
the official addressed, which, over a comparatively short 
period of time and at a minimum of expense, will sell 
your proposition all the way down the line? Thus when 
these several executives meet ‘‘behind closed doors”’ 
(which neither you nor your salesman can crash through) 
each will be so well informed on your proposition that 
it will be favorably acted upon. Dismissing the possi- 
bility of accomplishing such a result with a medium of 
this nature, on the grounds that it simply won’t work, 
is a dangerous assumption. 

Or, as another of the seemingly limitless applications 
for these highly effective, though miniature messengers, 
supposing you really study them and adopt a series for 
your dealers to send to their prospects. Summing up the 
known sales resistances that may exist in the minds of 
typical prospects, you can plan these little cards to 
batter them down, one by one, and virtually leave noth- 
ing undone in thoroughly selling your proposition. The 
result will not alone be greater cooperation on the part 
of your dealers. But sensing how effectively these mes- 
sages convert prospects into customers, isn’t it reason- 
able to assume that they will shape their verbal messages 
to be in step with your printed ones, and thus produce 
sales and profits in increasing volume for you both? Once 
demonstrated, you have the choice of either giving these 
cards to the dealers, letting them cooperate in covering 
their cost on something akin to a 50-50 basis, or selling 
them outright to dealers, at a substantially lower price 
than they could possibly buy them. 

Unusual results? Yes, they are, but they simply prove 
the value of proper analysis, planning and execution. 
Once the subject is approached on this basis, it lists ad- 
vertising post cards out of the class of ordinary and moves 
them into that of the unusual. The ordinary post card 
is a cheap thing of which little or nothing is expected, so 
little thought is given to its preparation and use. But 
because there are many abuses practiced with this useful 
sales and advertising medium one should not blind him- 
self as to its real ability to produce results. Since lower- 
ing sales costs is a worthy objective, and thereare many 
cases on record to prove that intelligently planned series 
of advertising post cards have accomplished that and 
more for other manufacturers, let’s make them produce 
results for our products, by giving them a definite part in 
our sales planning. 

Although it is natural to show partiality to the larger 
forms of advertising and sales promotion, the advertising 
post card can be made to deliver a sales punch, way out 
of proportion to its physical size, in bringing prospects 
to a better understanding and appreciation of the value 
of both brand new, as well as old, established products. 




















* Plain or printed 
up to five colors. 


* No quantity too 
small or too large. 
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low cost. 


*Nocostly die ex- 
pense. 


The sales stimulating 
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Unless otherwise indicated, copies of catalogs, 
booklets, etc., mentioned in this department 
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the sponsoring company at the address given. 


IF YOU ROLL YOUR OWN—that is, if you want ‘to 
make unprinted cartons from rolls of chipboard in your 
own plant, the J. L. Ferguson Company, Joliet, Ill., says 
you can do so with economy and speed with a Packo- 
matic carton forming machine. A recently issued bulle- 
tin gives the salient facts and shows illustrations of this 


| . . . . 

| equipment—also includes a cost estimate on its opeta- 
| tion and performance. 
| 





WHAT IS BAKELITE? In answer to this question, 
the Bakelite Corporation, 247 Park Ave., New York, 
N. Y., has just published a booklet éntitled ‘“The Versa- 
tile Service of Bakelite Materials.’’ It includes the story 
of the development of various Bakelite resinous ma- 
terials, their general characteristics, their properties and 
applications in various industries. 


FOUR NEW IMPROVED MACHINES are illustrated 





and described in a 6-page folder issued by their sponsor, 
The Karl Kiefer Machine Company, Cincinnati, Ohio. 
These comprise the new No. 4 series of automatic rotary 
vacuum filling machines, the two-stream vari-visco fill- 
ing machine, the TL vacuum filler (equipped with bottle 
cleaning attachment) and a new unit for bottle rinsing 
and sterilizing. 
i 
A NEW LINE of ‘“‘Everyday’’ job inks, available not 
only in the customary cans but in tubes as well, is an- 
nounced by The International Printing Ink Corporation, 
75 Varick St., New York. According to IPI officials, 
marketing ink in tubes reduces waste by eliminating the 
possibility of ‘‘skinning’’—losses by evaporation. They 
assert that ink in tubes is convenient to use, especially on 
small jobs and in smaller printing plants where big ink 
stocks are uneconomical. Everyday inks come in eleven 
colors, whites, blacks and compounds. A “‘money-back 
guarantee’’ is one of the features which will be stressed 
in promoting the new line. Cans and tubes printed in 


colors to match the inks they contain help make identi- 
fication simple. 


A COMPREHENSIVE LABORATORY REPORT on the 
characteristics and applications of Syan Blue B, a product 
of the first new blue pigment in one hundred years, has 
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been released by The International Printing Ink Cor- 
poration, 75 Varick St., New York. The results of 
tests and studies carried on for nearly two years are con- 
tained in this report. According to IPI’s findings, the 
properties of Syan Blue B make it, in many ways, superior 
to existing blues. Tests indicate it to be exceptionally 
fast to light and heat, to acids, alkalies, and limes. 
It is insoluble in oil, in spirits, and in nitrocellulose 
solvents. Characterized by high tinctorial strength 
and brilliance of shade, the color of Syan Blue B is 
said to be well adapted to general advertising and in- 
dustrial uses. 


STAPLING WIRE of almost every color is now being 
made to order by Acme Steel Company, 2840 Archer Ave., 
Chicago, Ill., one of the country’s largest producers of 
wire for stapling purposes. The new product called 
Colorstitch affords an easy and economical means of 
‘‘dressing-up’’ corrugated or fibre board shipping cartons. 
Colorstitch is available in colors that will blend or con- 
trast with plain or printed cartons. It adds the finishing 
touch of attractiveness. Acme Colorstitch is made in all 
standard stapling wire sizes. It has the same rust- 
resisting qualities as Silverstitch, Acme’s widely used 
galvanized stapling wire. Colorstitch is made in lots of 
500 Ibs. and more. A sample card showing Colorstitch 
in standard colors is being distributed by Acme to ac- 
quaint users of stapling wire with this new product. 


Ruling on Drug Labels 


Labeling of pharmaceutical products to reveal all 
active ingredients will be required of manufacturers 
under a new regulation of the Food and Drug Adminis- 
tration, W. G. Campbell, chief of the administration, 
announced on Aug. 3. He said that while this had not 
been required in the past, it was entirely in harmony 
with the present letter of the Food and Drugs Act. 

The retitlfmg of certain products, especially when con- 
tained in small packages, presents certain practical prob- 
lems, which will be the subject of discussion between 
manufacturers and the officials charged with the ad- 
ministration of the act. Time and opportunity will be 
afforded the industry to make the required adjustments. 

First presented by Dr. J. J. Durrett, of the drug divi- 
sion at the American Pharmaceutical Association con- 
vention early this Spring in St. Petersburg, Fla., the plan 
has since been under consideration by the representatives 
of the manufacturers and the administration officials in 
Washington. 

It was argued by Dr. Durrett that full and complete 
observance of the law would require inclusion of all 
active and potent drugs in the titling of pharmaceutical 
products, whether or not such has been the practice pre- 
viously, or since the enactment of the law. Omission of 
any such ingredient would amount to a false and mis- 
leading statement, or one that may create a false im- 
pression, according to administration officials. 

“To label as fluid extract of belladonna a compound 
containing two or more other potent drugs would be as 
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Masrer designs and careful printing are not 
enough. There must be strength and perma- 
nence... resistance to frequent dustings, rough 
handling and ‘‘shop-wear”’ - no broken down 
corners or dilapidated shelf packages. 


A package should keep the product salable until 
sold. 


The strength and durability of Lindley boxes has 
been proven. 


Tests, such as the one illustrated above are most 
severe, but Lindley boxes can stand abuse. Whether 
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May we suggest a more durable package for your 
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‘false and misleading’ as to label and sell as ‘apple jelly’ 
a mixture of ‘apples and currant jelly,’’” Mr. Campbell 
asserted in his statements. 
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The Bromo-Mint Company, Inc., Selinsgrove, Pa., is featuring 
with great success its ‘‘individual dose’’ counter display carton 
containing 24 separate Kimble glass vials, each packed with 
exactly one dose of Bromo-Mint. These Kimble small glass 
containers introduce convenience, attractiveness and sanitation 
into the dispensing of this popular product. The vials are 
moisture-proof, easy to use or carry, and stimulate sales through 
display value and eye-appeal 
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FACTORY PACKAGING’S GREATEST FAILURE 


(Continued from page 120) opens the packages. And in 
listening he should remember that the reasons given by 
women for returning merchandise to department stores 
boil down, by careful check, to this ‘‘I didn’t like the 
article when I saw it at home.’’ Then he might check 
his own packaging to see whether it offers any reason 
why she should like his own product—granting that his 
package has survived the store operating tests up to that 
point. 

This emphasizes another characteristic of retail store 
selling which is almost unknown to the sponsor of the 
““shelf’’ package. With the shelf package, a sale is a 
sale. Not so in the department store where deferred 
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mental policy. Suppose the customer is shopping for an 
article to fit a general idea that she is carrying in her 
mind. She does not find the exact duplicate of her 
mental image, but she finds something that she thinks 
will do instead. She cannot visualize exactly how it 
will look at home, so she has it sent out. Recognizing 
an element of indecision here—we can readily see that the 
package can be the deciding element that tips the scale. 
And we can see that the package must do its part in a 
| business where it is not enough to make a sale and to 
| deliver the merchandise safely—but where the sale, 
| 
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dise. It is not enough to accept the packing room opin- 
ion on what constitutes a strong, practical package for 
department store use. It is not enough to rely on a local 
specialist in ‘‘pretty pictures’ for styling. It is not 
even enough to obtain approval from the store buyer of 
merchandise on these questions of package detail. 

Department heads and buyers, being merchandising 
men, have as little contact with store operations in some 
phases as the manufacturer himself. And it has been 
the purpose of this article to show that it is in the 
shadowy world of store operations that, literally, the 
package must put up its best performance for its sponsor, 
or fall by the wayside. 

It is true that information on the requirements of 
this obscure part of the distribution system has been 
hard to secure. It is true that conditions change from 
store to store, although uniformity is being achieved. 
It is true that the National Retail Dry Goods Associa- 
tion has told its members that the solution of the package 
in the department store must come from the stores them- 
selves—which have not yet, except in a few notable 
instances, tried to find that solution. 

But poor information does not excuse the manufacturer 
for lack of common sense in his factory packing. It 
should not require explicit analysis of store operations in 
Cleveland and Chicago and Kansas City to correct 
faults common to so much packaging for retailers. 

Sheer pride in the product should lead to some study 
of the settings and conditions in which it is presented to 
the eventual user. A little investigation ought to cor- 
rect units of sale, marking problems, stock problems, 
delivery damage. There is no imaginable reason why a 
package should be used which fails in its prime duty to 
protect the merchandise with a liberal margin for safety. 
And there is no possible alibi for cheap, shabby appear- 
ance, for tasteless imprinting, for interior packing that 
depreciates the product itself. 

These and other details are not matters of good or 
bad taste, of ‘‘arty’’ ideas, or of finicky fussiness. They 
are matters of actual survival of the package and its 
message long enough to reach the customer’s door. In 
short, as far as the package and its purpose are concerned, 
they are matters of life and death. Failure to grasp this 
thought, and to do something about it, is the greatest 
failure in Factory Packaging. 


PARAFFINED CARTON DESIGN PROGRESS 


(Continued from page 67) displaced the over-abundance of 
“‘arty’’ corpuscles with the red corpuscles of salesmanship! 

Packages must help sell. The increasing per capita 
consumption of packaged ice cream and cartoned butter 
is evidence that either this objective has been successfully 
realized or that carton salesmen have been increasingly 
persuasive—or both. In any event, paraffined carton 
design has reached a position of real importance. And, 
it is perhaps not being overly-enthusiastic to say that 
many of the sales increases of the future are being started 
on the package designers’ easels today. 








LUSTEROID contazners 


check with every requirement 
of YOUR product .... 


LIGHT WEIGHT? Lusteroid offers it 75 per cent lighter 
than glass. 


STRENGTH? Lusteroid is tough, resilient, unbreakable. 


PRINTABILITY? Its smooth, grainless surface takes 
color printing and lithography to perfection. And at low 
cost, moreover! 


TRANSPARENCY? Lusteroid has it. Opacity? That 
too! Or half and half where you want it? Once again, 
Lusteroid fills the bill. 


MORE SHAPES AND SIZES and types than you can 
think of. For every sort of product. And with a wide 
range of closures. 


In short . . . it’s time to look into this Lus- 
teroid Containers question seriously. You ask 
the questions. We'll supply the answers . . 
plus samples to prove our point... without 
obligation. 
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Food Preservation Information 


Summarizing a complete array of facts about tin con- 
tainers, canning procedures and canned foods, a new 
book, “‘Nutritive Aspects of Canned Foods’’ is a signifi- 
cant contribution to the subject of food preservation as 
compiled by the research department of the American 
Can Company. The various chapters deal briefly, though 
comprehensively, with the following subjects: Preserva- 
tion of foods; human dietary requirements; nutritional 
aspects of canned foods; public health considerations; 
can manufacture, and canning procedure. In addition 
are many reference tables and an excellent bibliography. 

Considering the size of the book—there are a hundred 
odd pages—the mass of information included is amazing 
although ample references are given to enable further 
study to be made of published material if desirable. Sev- 
eral illustrations show laboratory procedure as followed 
in obtaining much of the data presented in the book. 


CHANGING PRECEDENT PILES UP SALES 


(Continued from page 92) into Shoe White, as this 
dynamically projected the idea that the product not 
merely cleaned shoes but also whitened them. 

The name No-Rub was chosen for two reasons: First, 
because it is a trade-mark family name used on Wilbert’s 
No-Rub floor wax and furniture polish; second, because 
it advertises the particular quality of this product, i.e., 
no rubbing is needed to clean or whiten the shoes. 

After the trial packages were submitted and discussed, 
it was decided to link up Shoe White further with the 
other Wilbert products. This was accomplished by 
changing a round orange attention spot on the lower 
portion of the label into a diamond, which design unit 
is also prominently featured on the other products. 

In spite of the fact that many packages are displayed 
with only their side surfaces showing only a few of the 
cleaners had any brand identification on side panels. 
The shopper therefore was unable to see the name of the 
product or know the contents of the package. To guard 
against any loss of brand identity, therefore, No-Rub 
Shoe White with the diamond spot was also placed on 
the side panel. 

The color scheme of the package is blue, orange, black 
and white. The large area of white dramatizes the con- 
tents, contrasts with the brilliant blue panel containing 
the copy and, like white space in an advertisement, 
helps push back competing packages while calling atten- 
tion to the important features of this package. The 
black bands lend emphasis to the word Shoe White and 
help give the packages build-up when they are placed in 
mass display. The curved lettering used for Shoe White 
and the stylized lettering used for ‘‘No-Rub”’ and ‘‘Does 
Not Rub Off”’ suggest quality and femininity. The price 
is printed on the blue circle on the lower panel of the 
small cartons but left blank on the large cartons to 
allow retailers to do their own pricing. 

In turn, counter displays were designed to tie-up with 
the packages. An economical color job of blue and 
orange on white stock was used, thus repeating the 














colors and white cross bands used on the packages. The 
solid blue upper portion of the display was an effective 
background for the white of the packages. 

That retailers liked the displays was proven by a 
sample check-up of 500 sent out. Of this number, over 
77 per cent were used on retail counters. President 
Dolan was well pleased with these results, and reports 
that, in little over a month, a million packages were 
sold. This was the result of having over 68,000 grocers 
buy No-Rub Shoe White and a goodly portion of them 
displaying it on their counters. Packages and display 
cartons were made by J. & P. B. Myers. 

The spectacular success of the new product, without 
any advertising other than that afforded by package and 
display to back it up, has largely been attributed to the 
willingness of Wilbert executives to cooperate closely 
with the designer and completely follow through on the 
suggestions and ideas mutually agreed upon. 


AFRAID TO MAKE RADICAL CHANGES? 


(Continued from page 62) 

Some nine months ago an opportunity presented itself 
which may serve to illustrate how unfounded in fact are 
many of these fears that beset the independent manufac- 
turer. Witsell Brothers Dean-Lilly Company for many 
years have manufactured and distributed a line of food 
products, sold under the trade name We-Li-Ka, which 
found a ready market in general country stores, in 
Tennessee, Arkansas, Mississippi and Alabama. As the 
business grew it seemed feasible to extend the line to in- 
clude certain popular drug items, such as cough syrup, 
liniment, chill tonic and laxative, which utilized the 
same trade name. Competition from larger manufac- 
turers increased for this country business and the red, 
white and blue We-Li-Ka packages lost all individuality, 
became sadly outmoded, possessed little shelf appeal and 
in no way expressed the advantages to be gained from use 
of these several products. And since they were predomi- 
nantly liquids, packaged in the tall, machine-oil type of 
bottle, which tipped very easily, they failed even in the 
matter of consumer convenience. Altogether the pack- 
ages were as inadequate as the trade name We-Li-Ka, 
applied to a line of medicinal products. 

Good roads and the increased use of automobiles broke 
down the confining influences which had previously 
hemmed in these country customers. Their trips to 
neighboring cities exposed them to new ideas, and the 
sight of old familiar products in new dress, both of which 
but emphasized the shortcomings of the We-Li-Ka pack- 
ages offered to them. Further, price inducements were 
made by the city stores and it became increasingly 
habitual to defer buying until they were again in the city. 
The net result of this condition was that if Witsell 
Brothers Dean-Lilly Company were going to maintain 
their volume of sales they would not only have to im- 
prove their packaging methods, but the new packages 
would have to be of sufficient attractiveness to induce 
city and large town stores to buy and stock them. 

Our first approach to the problem was to recommend a 
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~ BEAUTIFUL RESINOX CLOSURES wit oc 


greater display value to your product. Attrac- 
tive gay colors match modern packaging needs 
— make your merchandise stand out. 

Resinox closures have high torque strength. They 
are odorless and non-bleeding. This versatile plas- 
tic will suit the most exacting requirements. There 
is no closure too large or too small for Resinox. 
Write us about your closure problems. Our expe- 
rienced engineers will gladly advise you. 


Send for the new Resinox Catalogs. They will give you 
many unusual ideas on adding eye appeal to your product. 





RESINOX CORPORATION 234 PARK AVE., NEW YORK 
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@ REPRESENTATION 
WANTED BY A 
LEADING 
MANUFACTURER 
OF FIBRE CANS 


Qualified representation, by men 
of experience and standing in the 
packaging fields, is sought in a few 
mid-west and Eastern territories by 
along established firm with ample 
facilities to back up the right type of 
men. 


Address all inquiries to Box 105 
Modern Packaging, 425 Fourth 
Avenue, New York, N. Y. 





























Again the Upaco Research Laboratories have come through 
with the solution to the problem that has been troubling 
box makers, display manufacturers and many others using 
foil in the making of packages. The new, Upaco Flexible 
Glue puts the foil down and keeps it there . . . without 
ribs or wrinkles! It’s easy to use and its effect is perma- 
nent. If you’ve laid off foils because of gluing troubles... 
send to us for a sample and watch your troubles ‘flex’ 
away when this new Flexible Glue gets on the job. 


UNION PASTE CO. 


200 BOSTON AVE. MEDFORD, MASS. 
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thorough study of the products, in relation to competing 
items, to insure their being made as high quality as pos- 
sible within their price limitations. Our next step was 
to abandon the outmoded We-Li-Ka name in favor of the 
more meaningful identification Witsells. Product names 
next were considered and such antiques as ‘“‘Nerve and 
Bone Liniment’’ and ‘Sweet Quinine’’ were discarded in 
favor of ‘‘Family Liniment’’ and ‘‘Chocolate Quinine”’ 
which seemed better terminology for modern products. 
The old style panel extract bottles stood condemned not 
alone because they were liable to fall over at the slightest 
touch, or that they used corks which were hard to get 
out and often broke, but also because they would not fit 
in the average medicine chest or even on some store 
shelves. While actually containing a larger volume the 
new bottles are not as tall, have a corrugated finish on 
the sides which makes them easy to handle, have a 
screw cap to facilitate repeated openings and closings, 
and finally have a substantial base to prevent tipping. 

In securing product individuality we recognized the 
fact that the previous red, white and blue color scheme 
was obsolete and inappropriate. Inasmuch as brown 
tones predominated in the products, we selected a rich 
buff, contrasted with chocolate brown, and topped with 
bright red, for the labels and individual cartons. The 
brown gave us an excellent opportunity to feature the 
product name in fairly large white letters to be quickly 
legible. The buff panel, overprinted in brown, contains 
product description, suggested dosage, net weight and 
suggested uses. The red top was used for the reason that 
among the rural population this company serves the con- 
sumers are prone to select the product by some distinc- 
tive feature on the package, especially among the colored 
population where there is considerable illiteracy. The 
red top therefore offered a point of distinction in the 
packages by means of which these uneducated consumers 
could call for the product and make it clearly understood 
what they want. Full advantage was taken of this color 
scheme by varnishing both labels and cartons which now 
dominate any shelf on which they are placed. 

Care was exercised in fully informing all Witsell sales- 
men of the reasons behind these several changes with the 
result that they enthused jobbers and dealers. Instead of . 
the feared loss in volume, distributors and consumers 
alike recognized the improvements made and sales have 
surpassed any previous periods. No small part of this 
can be attributed to the added open display which has 
been given the new packages—a fact they had tried for 
years to get but without success. Strict economy in the 
use of materials and stock molds enabled this company 
to make this improvement without a disproportionate 
rise in packaging costs. The entire package including 
glassware, caps, labels, cartons, etc., was designed and 
supplied by Wurzburg Brothers’ staff and their affiliates. 
When intelligent analysis precedes package redesigning, 
with the determination to make such changes as will 
make the products increasingly desirable to their logical 
markets, radical changes can be safely undertaken, and 
furnish the best insurance the consumer-product manu- 
facturer can obtain. 
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USERS of cans need dependable service. And Crown 
Can is making sure that they get it. Although a tremen- 
dous demand for Crown Cans has resulted from this 
company’s methods of doing business, adequate plant 
capacity has been provided to meet all commitments for 
this season. Production ‘is greatly facilitated by the fact 
that Crown Can Plants are equipped with the latest and 
most efficient can-making machinery. 


Crown Cans and Service offer you many advantages. A 
representative will give you details without obligation. 
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